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Sound Affects: How Music 
Transforms the Way We 
Consume Sport
Khalid Ballouli, University of South Carolina

Khalid Ballouli, PhD, is an assistant professor in the De-
partment of Sport and Entertainment Management. His 
research interests include sport consumer behavior, music 
in contemporary sport, and branding.

Correspondence should be sent to:
Khalid Ballouli
Department of Sport and Entertainment Management
University of South Carolina, Coliseum Suite 2012
701 Assembly Street
Columbia, SC 29208
Email: ballouli@mailbox.sc.edu

During my fifth year as a professional baseball player, my 
career would end on a Friday night in Montgomery, 

AL, where I was a starting pitcher in a weekend series opener 
against the Montgomery Biscuits, the Class AA affiliate of the 
Tampa Bay Rays. They had just completed building a new 
baseball stadium in Montgomery, and the atmosphere at the 
park that night was electric for a minor league baseball game. 
In the bottom half of the first inning, a sellout crowd had ris-
en to its feet and began singing and clapping in unison as Bis-
cuits’ leadoff batter Johnny Raburn strode to the plate to his 
walkout song If You’re Gonna Play in Texas (You Gotta Have 
a Fiddle in the Band) by Alabama. With the homage song 
blaring through stadium speakers, I will admit even my body 
moved to the rhythm. The crowd would continue standing 
and that level of energy would remain high throughout the 
entire at-bat until finally Johnny singled to centerfield for 
the first hit of the game. What happened next was more than 
interesting. The second hitter in the Biscuits’ lineup, Elijah 
Dukes, started to make his way to the plate and fan morale 
seemed at once deflated. It was not because Elijah was a bad 
player; he was in fact a tremendously talented player. What I 
observed in that moment was Elijah had selected to walk up 
to the plate to a song by the Hot Boys entitled Neighborhood 
Superstar, a song that had been “chopped and screwed.” This 
is a song editing technique popular among rap producers 
where by a song is slowed as if it were being dragged on a re-
cord player. The fans that were jubilant just moments before 
were no longer singing and clapping, but rather they seemed 
disassociated and disengaged the remainder of the inning 
until another familiar and stirring song returned to the sta-
dium speakers. This cycle repeated itself every year over my 
nine-year college and professional career. It led me to won-
der why teams would allow the players to directly influence 
fans’ emotions so freely by determining what music would be 
played inside the stadium, or why music had such a powerful 
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influence on fans at all. Though not entirely apparent at the 
time, my experiences in college and professional sport pro-
vided a foundation for my engagement in scholarly research. 
As chance would have it, I tore a ligament in my pitching 
arm later that season, abruptly ending one career path and 
fueling another. 
   Since my days of being a professional baseball player, my 
research has been grounded in two distinct domains of sport 
and entertainment management: marketing and consumer 
behavior. Within these broad areas, my research has centered 
specifically on the marketing and managerial use of music 
in contemporary sport, particularly as it impacts brand-
ing, sport consumer behavior, and social issues in sport. A 
coalescing theme of my research is how sonic production, 
whether it be through music, crowd noise, or signaling devic-
es, shapes the world of sport and entertainment as we know 
it. Though application of my research to theory and practice 
in more traditional lines of inquiry in sport and entertain-
ment management requires some versatility, my colleagues 
and I have over the years validated the impact of music in 
this field from various marketing and socio-cultural perspec-
tives. I shed light on these studies in the following sections in 
effort to illustrate the power of music to transform the way 
we produce and consume sport and to impact academic and 
practitioner thinking where music in sport is concerned. 

On the (Strategic) Use of Music in Sport 
Marketing
Despite its widely acknowledged significance in modern 
society, music is considerably under researched within the 
sport and entertainment management literature. To this end, 
it is no wonder, then, that music is used so haphazardly by 
marketers and managers in practice. Teams commonly rely 
on interns and radio play to make decisions concerning 
music in their stadiums and arenas. There are numerous in-
stances where music played in sport venues created negative 
reactions from spectators and fans. Just this year the Chica-
go Cubs fired their Wrigley Field DJ following his decision 
to play the song titled Smack My B–tch Up by Prodigy after 
Cubs pitcher Aroldis Chapman closed out the ninth inning 
of the game. Of course it was not long before fans noticed 
the inappropriate song selection, especially given Chapman 
was involved in a domestic violence incident the season be-
fore. The aftermath of the incident lasted weeks, as the team 
had to issue statements and hold press meetings to discuss 
the lack of oversight and planning where music played in the 
stadium was concerned.   
   There is, of course, a small body of scholarly work on mu-
sic in sport contexts that helps us understand the relation-
ship between sport and music. For example, Bateman and 
Bale (2009) provided a robust look at how music is used to 
arouse, placate, and accompany individuals who participate 
in organized sport. These authors produced an edited vol-

ume of studies that consider and explore sounds and music 
produced in sport by spectators, athletes, musicians, instru-
ments, and even sporting equipment. Another valuable con-
tribution to the literature is by Ken McLeod (2011), a book 
that sheds light on the socio-political aspects of sports and 
popular music. In the book, McLeod demonstrates how mu-
sic has always played a primary role in the production and 
consumption of sport, dating back to the very first Olympics 
and present today in contemporary sport contexts. Much 
of my research was influenced by theoretical and practical 
knowledge that was forwarded by these authors in these 
scholarly contributions.
   Within the domains of marketing and consumer behav-
ior, I have focused largely on the use of music as a market-
ing vehicle for sport organizations. Much of my research on 
music has related to sonic branding, a topic I first explored 
in my doctoral dissertation. My colleague and advisor Dr. 
Gregg Bennett and I conducted an experiment to analyze the 
effects of brand music on consumer behavior in a stadium 
merchandise store. Brand music is a form of sonic brand-
ing where custom-fit music exemplifies unique attributes 
and characteristics of a brand, most often through genre but 
more recently through artist affiliation and song lyrics. We 
found brand music effectively eased sport consumer pro-
cessing of stimuli in the store and played a formative role 
in priming desired concepts intended by store managers, 
more so than popular and familiar “generic music” that was 
played in other experimental groups. Although the findings 
were consistent with previous analyses of music in consum-
er research, they led me to furthermore question how sport 
organizations deal with touchpoints where sound is a critical 
factor in the nature of the consumer experience. My curiosi-
ty about this issue has led to research where I center on how 
music can be utilized as a tool to enrich brand community 
and engage target audiences through advertising in college 
sport. 
   Collectively, the results of these studies led my colleage Dr. 
Bob Heere and I to write a conceptual article about how the 
psychological and sociological dynamics of sport consump-
tion are presaged by and captured in the company of music. 
Despite its ubiquity in sport, researchers had not yet con-
sidered the formative role music plays in affecting consumer 
behavior and brand image. As noted in the sidenote concern-
ing the Texas A&M Football Team, the sport marketing field 
lacked the theoretical and methodological precision needed 
to deal with music as a way of communicating with sport 
consumers. Our conceptual article provided a comprehensive 
review of literature concerning social and applied psycholo-
gy of music, and proposed a new framework for employing 
music in various sport marketing contexts using classical 
and modern theoretical approaches. Based on some of the 
earliest consumer research on music effects in marketing, 
the overwhelming consensus among researchers was that 
likability and familiarity were the two key factors in determ-
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Music as Cultural Formation and Expression

In 2013, I was approached by the Athletic Director of 
Football Operations for Texas A&M University to assist 
in their efforts to redesign gameday and music enter-
tainment at Kyle Field, home of Texas A&M Football. 
The request came on the heels of Texas A&M Universi-
ty hiring Kevin Sumlin to be its new football coach, and 
corresponded with the university’s move to the South-
eastern Conference. Coach Sumlin sought to leverage 
the move to the Southeastern Conference and create a 
new culture surrounding Texas A&M Football, from 
developing a new social media recruiting platform to 
pursuing a new apparel deal with Adidas to rethinking 
ways in which Kyle Field would look, feel, and sound 
on gameday. In regards to the latter purpose, I worked 
with Texas A&M Football coaching staff, athletic direc-
tors, and marketing directors to come up with a strate-
gy to change and improve the football team’s entrance 
into Kyle Field on gameday, including the music that 
had accompanied the team’s entrance for a span of de-
cades. As a consequence of a sonic branding process 
that considered genre, lyrics, and voice (singing artist), 
as well as an inquiry of stadium atmospherics and con-
sumer behavior at Kyle Field, we identified the song en-
titled Power, written by rap artist Kanye West, as being 
a good fit for the results Coach Sumlin and Texas A&M 
Football were hoping to achieve. The song employed a 
clapping and chanting element that is always condu-
cive to large-scale stadium events whereby spectators 
can actively participate in the event through voice and 
sound production. The genre was considered to be “on 
brand” with the culture Coach Sumlin had envisioned 
for the players and coaches, and the instrumental ver-
sion of the song that was selected allowed for the cen-
tral musical elements to shine through song lyrics that 
were otherwise “off brand.”
   Although the overall initial reaction to the new song 
was overwhelmingly positive, there were critics who 
perceived the selection of Power as going against the tra-
ditional, conservative values of Texas A&M University 
and the football team. This is not entirely uncommon 
when it comes to sonic branding—music is a person-
al experience as well as a socio-cultural development 
whereby no two individual’s musical tastes can ever be 
the same. It was our opinion that many of the critics, 
notably alumni and athletics donors, were mainly con-
cerned about how Kanye West’s controversial public 
actions and reputation would suffuse through the song, 
and thus, through the gameday experience at Kyle 
Field. We replied to the critics with a formal statement 
that included the following, which satisfied most 

ing whether or not a song would be perceived positively in 
advertising, service settings, or other forms of marketing. As 
such, these two factors were adopted by early scholars using 
a classical conditioning approach to employing music—mu-
sic employed as a background element in a consumer setting 
could be effective in priming specific mood states so long as 
it is likable and popular among listeners. A plethora of music 
studies in consumer behavior research would follow, most of 
which examined music through classical conditioning. The 
challenge for sport and entertainment marketers, however, 
is finding music that not only rouses a conditioned response 
from spectators, but also reflects to a desired brand image. 
To this end, we proposed a new framework for using music 
in sport, one in which voice, genre, and lyrics become prima-
ry factors in successful sonic branding. In regards to voice, 
preconceived ideas and related mental concepts consumers 
have regarding a music artist can play a significant role in 
determining if a song is accepted or rejected by passionate 
fans. Genre is also critically important and should be careful-
ly selected so that music fits seamlessly into the sport setting 
or service environment, or else negative thinking concern-
ing the brand could arise. Perhaps most important, however, 
are song lyrics that, through words and phrases, can directly 
communicate concepts, images, and ideas that resonate with 
the brand. 
   Some popular examples that illustrate our new framework 
for using music in sport are Black and Yellow by Wiz Khalifa 
and I’m Shipping up to Boston by Dropkick Murphys. Black 
and Yellow features song lyrics that specifically reference 
sport teams in the city of Pittsburgh, and are sung by an artist 
that is also from the city and has supported these teams pub-
lically for years. Similarly, I’m Shipping up to Boston has be-
come a staple song for professional teams in Boston, namely 
the Boston Red Sox and Boston Bruins. Performed by musi-
cians that are from Boston and featuring lyrics that reference 
the city, I’m Shipping up to Boston meets all criteria proposed 
in our framework. Moving beyond classical factors of likabil-
ity and popularity, these songs and several others like them 
make for stronger music-brand associations in the minds of 
spectators, thereby creating more passionat fans and enhanc-
ing brand community.

Leveraging and Activating Sponsorship 
Through Music
Live music and music festivals have long played an important 
role in the entertainment production of mega sport events, 
including the Olympics, the Super Bowl, the World Cup, 
and many more. A plethora of research has been conduct-
ed showing how these peripheral activities can enhance the 
sport consumer’s experience both during and surrounding 
the event. However, much less is known as to whether live 
music and music festivals can be used effectively by the spon-
sors of these events to activate and leverage sport sponsor-
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opponents, and even led some to send apology letters 
months after following the song’s success (as noted by 
ESPN and other sports news outlets). We wrote:

To your comment about the use of a rap song and 
how it does not honor tradition of the team and the 
university: Kanye West’s transcultural single titled 
Power opens to a female gospel chant and clapping 
(borrowed from some early rhythm and blues re-
cordings), an unassuming beginning to an other-
wise strong track. Soon after, the song picks up with 
a synth-bass, some strings, and beefed up drums, 
removing the hollow air pockets heard at the song’s 
beginning. In this instrumental version of Power, a 
version that lends itself useful in the sport arena, the 
only lyrics that are heard do not come from West, but 
rather from the 60’s and 70’s rock band, King Crim-
son. The lyrics included in Power were cut from the 
old rock classic titled 21st Century Schizoid Man, 
written and recorded by King Crimson in 1969. As 
such, the only evidence of West on this instrumental 
version of Power is merely in the production of the 
single. Although the official version of Power would 
not be suitable for any public arena (due to some 
instances of flagrant language), the overall prem-
ise behind the lyrics are nevertheless meaningful to 
sport fans, athletes, and coaches alike. West takes no 
prisoners in Power, and makes no apologies for the 
public behavior that landed him in the pop-culture 
doghouse. There is something strangely infectious 
about the song that separates itself from the rest of the 
modern hip-hop world. Its transcultural nature lends 
itself to many demographic groups, and its message 
is best summed up by one line in its lyrics: “There 
may be screams from the haters, it’s got a nice ring 
to it; I guess every superhero needs theme music.” As 
a former Texas A&M student-athlete and long-time 
Aggie, I would argue the single makes a strong state-
ment to the individuals who attend Kyle Field (not 
to mention the SEC and the NCAA in general) that 
a “New Army” now joins the “Old Army”, and that 
Aggies playing “second fiddle” in this great state will 
no longer be tolerated.”

   Today, the song along with several other overhauled 
elements of the football team’s field entrance is high-
lighted often on radio and television broadcasts as be-
ing one of the most exciting elements of attending a 
football game at Kyle Field, as well as one of the great 
song entrances in all of college sports. This particular 
case study of sonic branding in sport sheds some light 
on the detail and decisions that go into selecting music 
for sport marketing and team branding purposes.

ship. It is now common practice for mega event organizers 
to create and manage ancillary events so that sponsors may 
leverage and activate sponsorships among event attendees. 
A recent and popular example of this type of ancillary event 
is the Austin Fan Fest held each year during the weekend 
of the Formula 1 U.S. Grand Prix in Austin, TX. This ma-
jor music festival spans a duration of three nights coinciding 
with the dates of the Formula 1 U.S. Grand Prix, and was 
created by race and event managers to leverage the popular-
ity and attraction of the mega event outside track barriers 
and into the heart of Austin, TX, which is often referred to 
as the “live music capital of the world” (Grodach, 2012, p. 
98). While there were several potential positive outcomes to 
hosting the music festival, the primary reason the ancillary 
event was created was due to the fact that, unlike other sport-
ing events where facility managers assume or share revenue 
earned from sponsorship activity at the facility, Formula 1 
managers have contractual rights to all sponsorship revenue 
at all racetracks where Formula 1 events are held. As such, 
facility managers for the Formula 1 U.S. Grand Prix creat-
ed the Austin Fan Fest to give other non-official sponsors 
of Formula 1 a place to affiliate with the racing event and 
leverage the attention surrounding the world’s fastest drivers 
and cars. It was believed the live music component would 
resonate with the local community, perhaps to the extent that 
non-race fans may be motivated to consume Formula 1 race 
events in the future. 
   In an effort to understand the impact the Austin Fan Fest 
had on sponsorship activities surrounding the Formula 1 U.S. 
Grand Prix, racetrack managers requested my colleagues and 
I to design a research study to examine whether or not spon-
sorship activation by Austin Fan Fest sponsors had a more 
positive impact on music festival sponsors than sponsorship 
activation by Formula 1 sponsors at the race event. Whereas 
sponsors at the Formula 1 event were limited to using tradi-
tional forms of activation (e.g., signage, promotions, public 
address) during the race event, sponsors at the music festival 
were able to activate alongside musicians, DJs, and artists, 
providing more engagement opportunities with attendees 
through music. A couple of examples of sponsors that ac-
tivated during the festival are Bose and Fiat. Bose created 
a Bose F1 Garage Experience where attendees were able to 
experience a Formula 1 race, including the teams and driv-
ers, through an immersive, multi-sensorial experience. Fiat 
built a simulation race game in which two people could sit in 
replica racecars and race each other, all while popular Italian 
DJs played music for dancing crowds. Results from our study 
revealed that sponsorship activity off-site at the music festi-
val outperformed on-site sponsorship activity at the Formula 
1 U.S. Grand Prix across various sponsorship outcomes. 
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Music as Motivation for Physical Activity
Though music can be used as an effective marketing tool, 
some non-profit organizations in the youth sport and rec-
reation industry are employing music to appeal to specific 
demographic groups that have stopped participating in sport 
and fitness activity due to various factors, such as burnout, 
dropout, or lack of support. As part of a collaboration with 
Hip Hop Loves, a non-profit organization in Brooklyn, NY, 
providing vulnerable populations self-enhancement oppor-
tunities through the cultural intersection of many vibrant 
forms of expression, my colleague Dr. Adam Cohen and I 
conducted a study that investigated whether the sociocul-
tural and psychophysical aspects of hip hop created more 
memorable and longer lasting experiences among partici-
pants of this program. Our primary research objective was to 
evaluate the unique intersection of sport and music in efforts 
to address what researchers have recognized as a need for 
sport-for-development programming to move beyond sim-
ply the use of sport to yield change among at-risk groups. 
The results of the study illustrate how hip hop was a major 
attraction for participants, and served as a catalyst for in-
creased physical activity, cultural enrichment, and self-en-
hancement.

Music as a Coaching and Recruitment Tool
College coaches continuously seek out psychological pro-
cesses through which coaching behaviors might positively 
affect athletes’ motivation in practices and games. At schools 
such as Oregon State University and Texas A&M University, 
a new psychological method of motivation has emerged: the 
use of disc jockeys (DJs) at football practices. Though some 
might see this as a fleeting trend, there is a plethora of exist-
ing knowledge on the positive, motivational effects that mu-
sic has on athletes (e.g., Bishop, 2010; Lin & Lu, 2013). Much 
of this knowledge stems from disciplines outside of the sport 
management field—primarily in sports science, sports so-
ciology, and cultural studies (see Bale & Bateman, 2009), 
where much of the literature has settled on the various uses 
of music to arouse and placate individuals who participate in 
sport. However, more recent developments in sport partic-
ipation demonstrates a need for conceptual understanding 
of how DJs—and more particularly hip hop music—are now 
used to recruit and motivate an urban youth demographic. 
For example, the Hip Hop Loves organization mentioned 
earlier employs live music performed by DJs to entice stu-
dents to participate in their program, which focuses on ath-
letics, health and wellness, the arts, and college preparation. 
Similarly, college coaches have begun using DJs at practices 
as a means to positively impact players’ attitudes and perfor-
mance, as well as to attract recruits who view such coaching 
methods as desirable and inspiring. 

   My colleagues and I conducted interviews and focus groups 
with coaches, players, and recruits at Texas A&M football 
practices in an effort to understand how live DJs affected 
Aggie players and high school recruits in attendance. We in-
terviewed several members of the coaching staff, and held 
multiple focus group sessions with players and recruits. Our 
findings showed that players were significantly motivated by 
the presence of a live DJ at practices, so much so in fact that 
practices featuring DJs were the most anticipated and most 
rewarding practices of the week. Several players noted how 
having recorded music at practices had long been a motivat-
ing factor for working harder and longer at practices; howev-
er, the impact of music was excentuated when  live DJs were 
incorporated by the coaching staff to enhance the overall 
practice environment. In  addition, the groups of high school 
recruits that we interviewed were also notably influenced by 
the presence of live DJs at the football practices they attend-
ed. Recruits talked openly with each other about how the DJs 
provided an element to the college football experience they 
had not yet seen, one they revealed would certainly influence 
their decision making process when choosing the college at 
which they would attend. Moreover, among the mainly ur-
ban youth demographic we interviewed, the presence of DJs 
and hip hop music fit their lifestyle and personality, which at 
a college lacking in diversity such as Texas A&M, became an 
identifiable point of attachment for these recruits. In sum, 
our research in this area supports the use of live music during 
college practices as both a motivational process and recruit-
ment tool, and it is hoped that our work will not only benefit 
college coaches looking for ways to enhance their practices 
for the purposes of athlete motivation, but also college athlet-
ic recruiters, who continuously seek out ways to entice ath-
letes to join programs that fit their lifestyle and personality. 
With the ever-growing popularity of social media in recruit-
ment, college coaches and recruiters can make more visible 
their use of innovative and popular practice techniques such 
as this to win the attention of potential athletes. 

Implications for Sport and Entertainment 
Managers
The aforementioned research related to music in sport pro-
vides a foundation for future inquiry on the subject of son-
ic branding, stadium atmospherics, and sensory marketing. 
Due to the lack of present research on the topic in the area of 
sport and entertainment management, we have the opportu-
nity and responsibility to build a body of knowledge through 
presentation and publication at academic conferences and in 
scholarly journals, respectively. This line of inquiry has sev-
eral potential audiences, including scholars, practitioners, 
and laypersons involved with issues such as consumer be-
havior, event management, and marketing. This is evidenced 
by the research project I worked on with the Athletics 
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Strategies for Utilizing Music in Sport Contexts

1. Music attracts attention—consider how music can 
positively (and negatively) impact your consumers 
at different touchpoints

2. Music affects emotions—employ the power of mu-
sic in settings in which you wish to stimulate con-
sumers and arouse their emotions

3. Music adds quality—select music that will create 
positive and desired associations to the brand

4. Music communicates messages—use lyrics as an 
alternative means to communicate brand messages 
with consumers 

5. Music motivates involvement—use music as a fore-
ground element of organizational events and activ-
ities to increase consumer involvement
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Department at Texas A&M. I was requested by the Athletic 
Director of Football Operations to help with key decisions 
pertaining to music and pregame entertainment at Kyle 
Field, home of Texas A&M Football. My unique understand-
ing and knowledge of how music effects can help augment 
marketing performance, a concept both new and intuitively 
appealing to sport and entertainment managers, allowed me 
to contribute in ways that others could not. Not only do the 
behind-the-scenes decisions that went into the work make 
for an interesting real-world illustration, but the aftermath 
(both positive and negative) of our decisions offers a good 
example of how music affects people on a deep and emotion-
al level. Therefore, in addition to the substantive conclusions 
this article provides academicians, it makes also a broader 
contribution of providing practitioners findings that can be 
used in the real world.
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Sport and entertainment organizations regularly engage 
in activities that center on securing and maintaining 

a competitive advantage. In recent years, some work that I 
have been involved with (e.g., Seifried, 2012, 2014; Seifried & 
Katz, 2015; Seifried, Katz, & Pfleegor, 2015; Seifried & Meyer, 
2010; Seifried & Pajoutan, 2014; Soebbing, Seifried, Walker, 
& Pfleegor, 2016) highlighted and/or demonstrated the con-
tribution and appreciation of history as a special source of 
competitive advantage. Externally, evidence for this practice 
is strong across multiple sport and entertainment organiza-
tions and within a variety of areas (e.g., marketing, commu-
nications, facilities management, development/fundraising). 
As an example, several marketing and consumer behavior 
scholars (e.g., Funk & James, 2006; Goulding, 2001; Pascal, 
Sprott, & Muehling, 2002) recognized history as capable of 
motivating customers to buy specific products and/or ser-
vices. Moreover, they identified history as a useful tool to im-
prove and shape their brand image (Seifried & Meyer, 2010). 
   Elsewhere multiple television networks made use of ar-
chived footage and documents on historically significant 
events and individuals to create new programming (e.g., 
documentaries) for prospective audiences. Originally, ESPN 
created the “30 for 30” series to celebrate the top 30 stories 
from their first 30 years of broadcasting for such a reason. 
However, the popularity of that programming ultimate-
ly prompted ESPN to seek out more documentaries. Con-
nor Schell, senior vice president and executive producer of 
ESPN Films and Original Content, articulated that “there is 
no shortage of incredible moments from the world of sports, 
so that enables us to continue making 30 for 30 films we’re 
proud of ” (Cingari, 2014, para 5). Other sport-specific net-
works (e.g., ESPN Classic, Fox Sports, Big Ten Network, SEC 
Network, MLB Network, NBA TV) produced similar docu-
mentary-based programs. Further, these networks rebroad-
cast historic games, sometimes with commentary and short 
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interview-inserts, to increase knowledge about and generate 
interest in current events, individuals, and organizations. 
Non-sport networks like the History Channel (i.e., Modern 
Marvels), Discovery (i.e., Extreme Engineering), and the Sci-
ence Channel (i.e., Build it Bigger) also produced shows that 
made use of history. Specifically, these networks created pro-
grams focused on the evolution of sport facilities to educate 
the public, evoke nostalgia for older facilities, and speculate 
about the future. 
   Sport organizations and entertainment entities are also 
very cognizant of the competitive advantages that history 
can provide. For instance, they “actively promote their facili-
ty as a tourist destination that can emphasize the display and 
conservation of organizational artifacts, culture, and identi-
ty” (Seifried & Meyer, 2010, p. 53). Examples of such sport 
and/or entertainment tourism opportunities come in many 
forms; a “museum, hall of fame, or specially-themed bars and 
restaurants” are all tourist-evoking places that require an ap-
preciation for history (Hinch & Higham, 2004, p. 48). Within 
or surrounding the facility, monuments, like the statues of 
Art Rooney and Roberto Clemente in Pittsburgh, important-
ly serve to represent historic events, actors, teams, and even 
ideals (e.g., sportsmanship, hard work, and excellence). I 
found facility tours also frequently depend on history to help 
invitees create a lasting impression or memory with a sport 
organization or building (Seifried & Meyer, 2010). Within 
building tours, paying invitees may be exposed to vivid de-
scriptions about previous events that took place in the venue 
and behind-the-scenes views of important areas associated 
with the facility (e.g., box office, locker rooms, backstage 
area, and press boxes). These all require careful historical 
consideration because the goal of facility tours, monument 
selections, and displays of memorabilia, halls of fame, and 
themed-restaurants are to intensify the possible connection 
with an organization or a sport and entertainment venue for 
the sale of products and services (Seifried & Meyer, 2010). 
   I further discovered renovation decisions are frequently 
made with respect to history (Seifried, 2012, 2014, 2016; 
Seifried & Tutka, 2016; Seifried, Wheeler, Baker, & Piker, 
2016). As an example, many sport and entertainment facil-
ities (e.g., arenas, ballparks, stadiums, concert halls, muse-
ums, theatres, opera halls) utilize historic structure reports 
to help decide whether a new building is in their best interest 
or if some specific type of renovation (i.e., restoration, recon-
struction, rehabilitation, or preservation) is a better choice 
(Seifried, 2012). This practice aims to address ownership 
goals and offer a thoughtful selection of the appropriate type 
of renovation or some combination thereof (Slaton, 2005). 
In a demonstration of their worth, historic structure reports 
importantly require the cataloging of information related to 
the building’s history and changes over time (Seifried, 2012). 
Development officers or foundation offices on university 
campuses often make use of the historical information col-
lected in these reports and other feasibility studies to help 

them design fundraising campaigns. Within, development 
officers or fundraisers frequently promote that renovations 
or new construction efforts will feature historically signifi-
cant individuals, teams, games, and events to complement 
the tourist and nostalgia preferences of the university and 
its fan nation (Seifried, 2012, 2014, 2016; Seifried & Tutka, 
2016; Seifried, et al., 2016).
   Despite the presence of multiple activities that make use of 
history, I discovered organizational personnel, and to some 
extent many academic scholars, do not know how to con-
duct historical research (Seifried, 2010). Further, I believe 
the conservation of memorabilia, documents, buildings, and 
other artifacts are regularly overlooked while the use of those 
items is underemployed by the sport and entertainment in-
dustries to reach established goals and objectives focused on 
competitiveness and/or institutional survival. In essence, it 
is possible the display of history may be poorly conceived 
because of poor analysis and storage or preservation. As an 
example, deficient commercial reproductions may inappro-
priately venerate or disparage the past when known or avail-
able information is left out or erroneously included. I am not 
alone in these thoughts. Others (e.g., Osmond & Phillips, 
2015; Thorpe, 2013; Wood, 2005) have also expressed histo-
ry is a difficult resource to manage without proper training. 
Moreover, as Ritivoi (2002) suggested, history may be manip-
ulated or exploited to inflict harm or alienate people without 
adequate consideration and preservation of materials. 
   To address the potential mismanagement and/or the lack 
of recognition that history can serve as a competitive advan-
tage, I aim to share a perspective from my studies that sport 
and entertainment organizations and facilities can use to 
discover, evaluate, and organize information. My offering is 
intended to help enhance decision making and the design of 
new products or services focused on maintaining or gaining 
a competitive advantage through history. History, I argue, is 
a valuable tool, but one that compels a formalized approach. 
The recommendations I offer emanate out of several applied 
history efforts I led or joined focused on producing academ-
ic publications, literature for athletic departments and their 
hall of fame displays, and historic structure reports regard-
ing sport and entertainment venue construction. Brophy 
(2013) defined applied history as “deeply researched, serious 
scholarship that is motivated by, engages with, or speaks to 
contemporary issues” (p. 233). More specifically, I position 
applied history as making use of events, attempting to es-
tablish patterns, and offering interpretations of the past to 
assist practitioners and scholars in their effort to be more ef-
ficient, avoid failure in the present, and prevail over narrow 
perspectives (Brands & Suri, 2016; Brophy, 2013; Sterns & 
Tarr, 1981; Tosh, 2006; Wood, 2008). Within applied history, 
Tosh (2006) and Brophy (2013) suggested researchers need 
to avoid potential prejudice or bias that might position their 
work as advocacy or incomplete. The steps offered in the fol-
lowing sections help to resolve these issues. 
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Step 1: Develop a Clear Research/Subject 
Question
If you are interested in doing historical research to create or 
enhance existing sport and/or entertainment products and 
services, you should understand that the sport and enter-
tainment industries are rich in both primary and secondary 
sources (more on these later). Publicly available databases on 
the Internet, photographic and film collections from various 
associations, and archives (both public and organizational) 
are among many sources that provide a variety of artifacts 
and information than can assist your research and display 
efforts. It should be noted that archives are distinct locations 
that offer “unique, non-circulating social documents” avail-
able by special permission (Rowlinson, Hassard, & Decker, 
2014, p. 256). Assistance from archivists in private organiza-
tions and public institutions and historical researchers gen-
erally comes with genuine enthusiasm. Your own organiza-
tion or local library might have a records section or archive 
that you can make use of, too. 
   If your organization or facility has an archive department 
or you can make use of a library’s archives and/or various 
databases (e.g., Lexis-Nexis, Project Muse, Sport Discus, 
Holocron) you should develop a clear and focused topic 
that you would like to pursue. Broad-topic questions often 
lead to increased time on task through a lack of filtering 
and may make it difficult for archivists to locate and tailor 
specific sources to meet your interests (e.g., production of 
a film/documentary, creation of promotional materials, de-
velopment of a fundraising campaign, choosing images for 
tickets, memorabilia for hall of fame or museum displays). 
In essence, you may spend time purveying materials not ap-
plicable to your goals, which may also waste the archivist’s 
attention to other tasks. Focused questions also help speed 
up the location of materials. Be aware that many archives de-
veloped catalogues that document and describe the materials 
(e.g., papers, films, photographs, audio recordings, etc.) that 
you can also use to speed up identification and collection 
efforts. Many of these, associated with public libraries, may 
also be digitized and downloadable. Overall, whether you are 
working in a marketing or development/fundraising depart-
ment trying to piece together a promotion that recognizes 
the history of an organization, facility, team, or individual or 
you are working for a firm conducting a historic structure re-
port or feasibility study, developing a clear understanding or 
your topic is important to help you find the sources you need 
to achieve the objectives you set (e.g., educating clients/cus-
tomers, engaging/interacting with fans, promoting achieve-
ments of employees). 

Step 2: Identify Primary and Secondary 
Sources
The “rule of free-editing” suggests that “most records or ac-
counts do not form complete scenes and therefore, a need 
exists to use more than one source to view any event” (Sei-
fried, 2001, p. 6). Sources for historical-based work involve 
both primary and secondary forms. The best history-based 
products emerge from primary sources (Seifried, 2010). Pri-
mary sources may be relics or buildings themselves, speeches 
and/or personal or oral testimony, letters and memoirs, or 
films and pictures. Company documents like meeting min-
utes, memoranda, letters of correspondence, financial re-
cords, files, and executive summaries may also serve as pri-
mary sources that provide important information on events, 
individuals, and organizations. Physical memorabilia like 
clothing and equipment are also considered primary sources 
and often featured in sport and entertainment venues (e.g., 
museums, halls of fame, themed restaurants) or preserved 
by sport and entertainment organization archives/record de-
partments.
   Secondary sources may also assist your product develop-
ment and ultimately your display efforts because they can 
serve as a resource to identify primary sources or as infor-
mation hub/examples to organize your own work (Seifried, 
2010). Secondary sources come in a variety of forms. For 
instance, secondary sources may be history books, journal 
manuscripts, encyclopedias, and textbooks among other re-
views, or research or events. The best secondary sources rely 
mainly on primary sources. It should be noted that news-
papers can serve as either a primary or secondary source 
because they often rate “high in authenticity” and the “time 
between events and their reporting is short” (Golder, 2000, 
p. 160). Moreover, newspaper reporters generally desire to 
report on events and individuals truthfully because the prod-

Advice on Private Collections

Private collections of sport and entertainment memora-
bilia and artifacts may be small or large enough to rival 
the most prestigious museum collections. While some 
collectors may welcome attention from practitioners 
and even loan memorabilia, others may not provide 
opportunities for members of the public or researchers 
to view their collection. Some collectors might not un-
derstand the value of their collection either. In all cases, 
efforts to review private collections should not be ini-
tiated until a personal relationship is established with 
individual owners. Further, you should expect to offer 
up examples of your work and specifics on how you will 
guarantee care for their particular items.
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ucts associated with their reports leave them open to public 
correction and criticism (Golder, 2000; Seifried, 2010). In 
the end, I recommend interested practitioners begin their 
investigations on their topic of interest with a review of sec-
ondary sources to learn important foundational information 
on individuals, environmental contexts, events, etc., before 
they enter into the primary source selection process. 

Step 3: Source Criticism
To develop accurate and ethically responsible products and 
services through historical research, it is critical that you 
engage in a source criticism of your primary and secondary 
sources (Brands & Suri, 2016; Brophy, 2013; Seifried, 2010; 
Tosh, 2006). The source criticism tests the reliability and 
validity of various sources to reduce bias or possible error 
in conclusions. No organization wants to communicate in-
correct or illegitimate information to prospective clients and 
customers about its products, achievements, services, and 
such. To authenticate the evidence, both internal and exter-
nal source criticism should occur. An internal source criti-
cism helps identify gaps in information by asking questions 
like: Does the source provide accurate or correct informa-
tion? Does the source use words or phrases connected with 
the specific era or time period from which it was supposedly 
produced? External criticism involves the verification of the 
source and offers explanation about who created the docu-
ment. Sample questions to ask during an external criticism 
include: What is the author’s reputation (i.e., expert, witness, 
participant, etc.) and do they explain how they connected to 
the event? Is the artifact made out of the correct, era-specific, 
material? Do the dates of works correspond with the order 
provided by other documents or evidence offered during 
the same time period? Many of these questions are particu-
larly helpful for those of you looking to work with film and 
photographs, statistics and spreadsheets, and biographies on 
individuals, teams, organizations, and events. Finally, your 
research should look for underlying or evident bias based on 
local, political, organizational, or other social conditions. 

Step 4: Analyze and Interpret Evidence 
through a Timeline
Following the source criticism of the historical information, 
it is necessary to analyze and interpret the evidence through 
a timeline. Triangulation of the various sources collected is 
the major feature of this step to facilitate the drawing and 
establishing of sound conclusions. Featured within triangu-
lation is the recognition of emerging trends through the es-
tablishment of similarities and differences between the var-
ious pieces of evidence. To assist the recognition of themes 
or drawing of conclusions, I recommend the development of 
a detailed timeline that specifically includes the names and 

quotes from the individuals involved, locations of events, 
and activities that took place chronologically. Creating such 
a detailed timeline will help identify, organize, and ultimately 
criticize the emerging themes from your collection of ma-
terials. Moreover, a timeline will allow practitioners to bet-
ter shape and explain their findings into a “logical series of 
interconnecting themes” (Seifried, 2010, p. 591). Further, 
a timeline provides opportunities to see the final project 
as accurately completed because it suggests a conceptually 
thoughtful inquiry of information occurred. Many displays 
themselves often make use of timelines. Spectators, pro-
spective clients, and participants often like or may request 
to know the chronological order of events prior to making 
purchase decisions or commitments. 

Step 5: Create the Narrative
The last step in any history-based inquiry requires the prac-
titioner to create an interesting narrative. There are a variety 
of ways that you can create a narrative for a video/film, pa-
per, or display/exhibit. For instance, emotional stories may 
be created with the information organized to meet the goals 
of your organization. Such stories often make use of emotive 
language, photographs, and video/film footage, among other 
options, with accompanying melodramatic music to guide 
the consumer toward a shared perspective (Tutka & Seifried, 
2015). Such storytelling may also involve comparisons “to 
situate” a narrative into a “broader discursive space, or orient 
the listener” to reach the consumer of the information (Luh-
man & Boje, 2001, p. 166).
   Causal chains and ideal-types may also be useful heuristic 
devices to reach potential consumers or target groups. Caus-
al chains may be employed when you believe presenting a 
sequence or pattern may be best to unveil a cause-and-effect 
relationship (Seifried, 2010). Ideal-types emerge when you 
are trying to derive understanding from a social phenome-
non (e.g., career of an individual; development or evolution 
of a facility; birth, maturation, or decline of a team or or-
ganization; creation and surprises associated with events). 
Ideal-types offer interpretations through comparison, caus-
al-chains, and theory to discuss and present conclusions 
(Seifried, 2010; Tutka & Seifried, 2015). Overall, I found 
comparison, causal chains, and ideal-types are popular when 
the goal is to put a human face to prospective statistical pack-
ages, films, displays/exhibits, and academic papers. 

Some Final Advice on Virtual Services and 
Digital Information
Technology has created opportunities for archives, muse-
ums, and other collections to occupy space in the digital 
realm. Further, the use of virtual services to record and pre-
serve information and artifacts for sport and entertainment 
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organizations has increased the likelihood that all can use 
history as a tool to collect what they need from great distanc-
es. Virtual services also provide opportunities to shape, en-
large, and edit digitized information, documents, film, etc., 
for specific use to achieve organizational objectives.
   Despite the prominence of virtual services, Thorpe (2013) 
pointed out that we need to avoid the possibility of resource 
scarcity. Practitioners interested in using history should un-
derstand that online sources may be updated and replaced 
daily or they may become outdated quickly. Poor code and 
damaged servers can also render entire electronic databases 
and information as impossible to find or download. Storage 
capacity for websites and data warehouses is escalating but 
incompatible software upgrades to existing networks could 
prove challenging to discovery and survival of documents 
and materials available online (Thorpe, 2013). Next, copy-
right and trademark laws may complicate the review and us-
age of information and other artifacts. Further, we should be 
aware that “digital information is easily altered, copied, and 
forwarded. It often lacks physical marks of its origin,” such 
that authentication is challenging as opposed to physical 
documents (Thorpe, 2013, p. 131). If you’re interested in us-
ing history as a tool to enhance your products and services, 
you should understand the digital realm is a superior place 
to locate and store documents and/or artifacts but special 
care must be taken to preserve and protect that information 
that addresses these issues. Lastly, I want to advocate that 
practitioners owe it to future generations aspiring to work 
in sport and entertainment to preserve artifacts, memorabil-
ia, records, and such. Thus, practitioners need to learn how 
to use technology and promote its utility for future practi-
tioners, decision makers, and others looking to make use of 
history for the creation and/or the enhancement of products 
and services. 
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Managing Internships in Sport and 
Entertainment: Law, Ethics, and 
Practice
Michael A. Odio,  University of Cincinnati

In 2011 Eric Glatt may have made himself the most famous 
intern in the entertainment industry. He led a recently 

settled class-action lawsuit against Fox Searchlight over his 
experience as an unpaid intern for the film “Black Swan” that 
brought a lot of media attention and a national discussion 
about wage issues for interns. Seventeen years before Glatt 
tested the legality of an unpaid internship, another unpaid 
intern’s lawsuit also brought attention to a more troubling is-
sue. Bridget O’Connor sued the psychiatric center where she 
was an unpaid intern alleging sexual harassment from her 
supervisor. The court dismissed the case on the basis that as 
an unpaid intern, she did not qualify for the employee sex-
ual harassment protections offered by the Civil Rights Act 
(Hickman & Thompson, 2013). These cases are arguably the 
inevitable result of the rapid growth in internships across in-
dustries that have outpaced labor laws and managerial prac-
tice. 
   Originally a component in medical school training, the 
practice of internships was borrowed by the fields of law and 
politics in the mid-20th century before eventually becoming 
common in many fields, and the sport and entertainment in-
dustry is no exception. In the years leading up to the Glatt 
and O’Connor cases, an explosion in the use of internships 
occurred across many industries. One estimate shows that 
over half a million Americans take on unpaid internships 
each year (Perlin, 2012). This growth, however, has also 
brought legal and ethical controversies over the wages and 
treatment of interns that are difficult for managers to navi-
gate since labor statistics do not reliably track interns, and 
even within industries the characteristics of internships are 
inconsistent and unclear.
   What is an internship and why do organizations have them? 
Despite that many of us have been interns and some of us 
have supervised them, a firm definition that encompasses the 
broad spectrum of internships in sport and entertainment is 



Managing Internships in Sport and Entertainment: Law, Ethics, and Practice

Odio Volume 3 • Number 1 • 2017 • SER   16

hard to establish. Scanning the landscape it is easy to see that 
internships vary in terms of length, hours per week, com-
pensation, and whether or not they target students earning 
academic credit. 
   Moreover, there are a handful of common reasons why an 
organization might hire interns. Internships first emerged 
as an educational experience and many sport and enter-
tainment organizations still hire interns with the altruis-
tic purpose of helping them learn and grow professionally. 
However, some organizations also use internships as a hiring 
tool like an extended “tryout” for a full-time position, and 
many internships are used as a form of flexible labor, espe-
cially for organizations in sport and entertainment that run 
on seasonal schedules with fluctuating labor needs. This fluid 
definition allows organizations to be creative and customize 
internship experiences that suit their needs and even those of 
the intern. But the lack of consistency can be partly to blame 
for the legal and ethical controversies involving interns as it 
enables what Glatt and many others refer to as the exploita-
tion of people for free labor. Further, it has made it difficult 
to establish common best practices within organizations for 
how to manage an internship program.
   In light of all of this, it is important for organizations to 
evaluate the legal status and overall treatment of their in-
terns. This paper will review some of the legal and ethical is-
sues that apply to most internships and offers some guidance 
towards making practical decisions in organizations such as 
whether or not to require college credit for internships, the 
use of internships as a hiring tool, and how to manage the 
recruitment of interns. 

Legal Issues
The legal landscape surrounding internships is still some-
what nebulous, but recent cases and legislation hint at what 
direction we may be going in a few prominent areas: com-
pensation and protections from sexual harassment and dis-
crimination. Most of the pertinent legislation and case law 
exists at the federal level, but many state-level laws affect 
internships as well. This section will provide a basic under-
standing of recent changes, and where laws on internships 
are headed. 
   It is important to note that a common thread links most 
of these court cases and legislation: the employment status 
of the intern. If an intern is paid, or if a court determines 
an employment relationship exists, then interns are legally 
considered employees. The most direct consequence of this 
is that when an employment relationship exists between an 
intern and the organization, compensation and other work-
place protections are owed, as they would be for any other 
employee. Conversely, an unpaid intern is not considered an 
employee and thus not due these protections. As the public’s 
consciousness about these issue grows, there may be more 
laws specific to internships that differentiate them from em-

ployees, but for now the driving question in most of these 
matters aims to determine whether the individual is an em-
ployee or not.

Compensation

Glatt’s case against Fox Searchlight is the most significant 
and publicized lawsuit involving internships. Like many 
others, Glatt was initially drawn to the internship to gain 
experience working with a prestigious company in hopes 
of leveraging the experience into the start of a Hollywood 
career. Despite his title as an accounting clerk during the in-
ternship, he found himself as a gofer for the film’s director, 
doing no accounting work and performing duties that more 
so resembled that of a paid, entry-level position than of an 
intern learning the ropes. In crying foul, Glatt challenged the 
long-standing status quo in Hollywood in which employers 
could “slap the term ‘intern’ on any entry level job and it be-
comes one they don’t have to pay for” (Solman, 2013). 
   The case was centered on the question of whether the plain-
tiffs qualified as employees under the Fair Labor Standards 
Act (FLSA), therefore requiring them to be paid at least min-
imum wage (Schoepfer & Dodds, 2010). The Department of 
Labor’s Fact Sheet #71 outlines a six-point test as part of the 
FLSA for determining the circumstances for when an intern-
ship must be paid within for-profit organizations (Depart-
ment of Labor, 2010). This six-point test was developed more 
than a half-century earlier for a case to distinguish trainees 
from employees, and contains such hardline criteria as “the 
employer…derives no immediate advantage from the activi-
ties of the intern” and “the internship…is similar to training 
given in an educational environment.” When strictly inter-
preted, this standard makes nearly every unpaid internship 
illegal. 
   The FLSA minimum wage protections have also been at the 
center of wage investigations for Major and Minor League 
Baseball clubs. The San Francisco Giants settled a lawsuit and 
paid back wages to 78 employees, many who were unpaid 
interns in areas such as group sales and operations (Levin 
& Silverstein, 2013; 2014). Moreover, a case involving paid 
interns for the Memphis Redbirds emphasizes that interns 
who are treated like employees are owed the minimum wage. 
In the case, the court found that the stipend and housing the 
interns received still did not add up to the federal minimum 
wage (Department of Labor, 2013). A 2013 memo stemming 
from the investigations from the Office of the Commissioner 
of Major League Baseball includes a note that “internships in 
the private sector most often will be viewed as employment 
positions” adding that “the DOL’s view is that many interns 
who should be paid simply accept unpaid positions due to 
a desire to become involved in the entertainment industry” 
(Manfred & Halem, 2013). 
   After Glatt’s initial victory in the district court, the U.S. Sec-
ond Circuit Court of Appeals reversed the decision, calling 
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the Department of Labor’s six-point test “too rigid” to apply 
to interns and put forward a new seven-point test that may 
become the new standard for determining intern pay (Mill-
er, 2016). Unlike the original six-point test, this seven-point 
“primary beneficiary” test is not a set of strict criteria that 
must all be met, but rather a set of considerations used to 
determine which party—the intern or the employer—is re-
ceiving the majority of the benefits from the intern’s work. 
This list is non-exhaustive, meaning other factors can be 
considered, and includes considerations such as whether the 
intern is earning academic credit, whether the intern’s work 
is replacing a paid worker, the employer’s consideration for 
the intern’s academic schedule, and that the duration of the 
internship does not extend beyond the time that it is ben-
eficial to the intern (DeCamp, Greenberg, & Tripp, 2015). 
This test’s flexible nature more accurately reflects the reality 
of most internships than the six-point test previously used as 
the legal standard. However, advocates for intern compensa-
tion oppose this primary beneficiary test, as it likely allows 
more unpaid internships. 
   Although the Glatt case was settled out of court and no 
formal decision handed down by the judge, the primary ben-
eficiary test appears to be taking hold as the new standard 
for determining when interns should be paid. In 2016, a case 
involving Gawker Media applied the test and concluded that 
the plaintiff, a former Gawker intern, was correctly labeled 
an unpaid intern as he received training, received course 
credit, and was given more time and guidance in producing 
a publishable article than a typical paid employee receives 
(Gardner, 2016; Mersol, 2016). But regardless of whether the 
primary beneficiary test continues to be applied to these cas-
es, its establishment by the appellate court in the Glatt case 
represents a major step towards having the law directly ac-

knowledge internships. Rather than relying on a six-point 
test created for trainees, the primary beneficiary test was 
intentionally designed with the internship relationship in 
mind, and with a sense of what an intern might gain from 
the experience. Employers hiring interns should become fa-
miliar with the primary beneficiary test and use it to weigh 
the benefits of the internship derived by the intern and them-
selves.
   Employers should also pay close attention to state and local 
laws on compensation as many states have adopted strict-
er laws than the Department of Labor’s six-point test. For 
example, the Department of Labor’s six-point test only ap-
plies to private, for-profit organizations, but Massachusetts 
state law has extended their minimum wage requirements to 
non-profit organizations as well (Henderson, 2014). On the 
other hand, some states, like Pennsylvania, Ohio, and Maine, 
make explicit minimum wage exceptions for students. Under 
these laws, each with their own set of limits on duration and 
age, students can be paid wages below state minimum wages 
(but not below the federal minimum wage). 
   In the wake of the lawsuits faced by baseball clubs, me-
dia groups, and others, some organizations have adjusted, 
reduced, or eliminated their internship programs. Gawker 
Media, for example, eliminated its internship program even 
after successfully defending a lawsuit stating, “the cost of 
managing interns in time and effort outweighed the benefits” 
(Mersol, 2016). All employers should consult legal counsel 
and weigh the time and effort costs against the benefits (for 
the organization and intern) to arrive at their own decision. 
Internships, paid or not, are not in danger of becoming ex-
tinct but they do require more attention and planning than 
many have invested in the past. Interns that are treated like 
employees should be paid, and unpaid interns should have 

Table 1. Seven-Point Primary Beneficiary Test from Glatt v. Fox Searchlight
1.  The extent to which the intern and the employer clearly understand that there is no expectation of compensation. Any 

promise of compensation, express or implied, suggests that the intern is an employee—and vice versa.
2.  The extent to which the internship provides training that would be similar to that which would be given in an educa-

tional environment, including the clinical and other hands‐on training provided by educational institutions.
3. The extent to which the internship is tied to the intern’s formal education program by integrated coursework or the 

receipt of academic credit.
4. The extent to which the internship accommodates the intern’s academic commitments by corresponding to the aca-

demic calendar.
5. The extent to which the internship’s duration is limited to the period in which the internship provides the intern with 

beneficial learning.
6. The extent to which the intern’s work complements, rather than displaces, the work of paid employees while providing 

significant educational benefits to the intern.
7. The extent to which the intern and the employer understand that the internship is conducted without entitlement to a 

paid job at the conclusion of the internship.
*These seven points are meant to help determine whether the internship is primarily an educational experience benefitting the student, which could 
be legally unpaid, or as a working experience benefitting the organization, which should be treated as employment and compensated.
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limited responsibilities and a clear focus on learning and de-
velopment. 

Sexual Harassment and Discrimination

The lawsuits and legislation regarding compensation have 
begun to establish some legal standing for interns within or-
ganizations with regards to minimum wages but they are still 
far off from the extensive set of laws concerning typical em-
ployees. Another way this dichotomy of paid versus unpaid 
intern is evident is in the contrast of workplace protections. 
The O’Connor case underscores the blunt reality that unpaid 
interns are not covered by workplace protections such as 
those against sexual harassment and racial discrimination. 
There are no high-profile court cases of workplace sexu-
al harassment or discrimination involving unpaid interns 
in sport and entertainment industry yet, but it may simply 
be a matter of time. Women and minorities are historically 
underrepresented in leadership positions within sport and 
entertainment, which increases the likelihood of incidents as 
the industry becomes more diverse. Fortunately, many states 
including California, New York, Connecticut, and Maryland 
have already begun to enact these types of protections, and a 
bill was introduced in Congress in 2016 to extend the protec-
tions of the Civil Rights Act of 1964 and other employment 
laws to interns nationally (GovTrack, 2016; Stangler, 2016). 
   As unpaid interns’ legal status in the workplace shifts, it 
is still important for employers to understand the driving 
forces behind these changes. While the future of unpaid in-
ternships is not certain, legislatures are becoming more con-
scious of and reacting to the ethical issues and legal ambigu-
ity surrounding internships. These new laws further signal 
the need for close attention and intentional planning regard-
ing the treatment and management of interns regardless of 
whether interns were taken on informally or hired as part 
of an official and organized internship program within the 
organization. 

Ethical Issues
While the federal and state court cases and legislation have 
begun to establish the place of interns within organizations, 
there are still many other considerations regarding their 
treatment that should be evaluated as they may have a last-
ing impact on the individual and the industry (Thompson, 
2012). The two main ethical issues here stem from the un-
intended consequences of the industry’s shift that has made 
internships a de facto prerequisite for a career in sport and 
entertainment. That is, many employers expect entry-level 
workers to have experience, and they, along with many col-
lege professors, recommend internships as a means to gain 
that experience. This has pushed many young and inexpe-
rienced people into the position of having to seek positions 
that are often unpaid and without employee workplace pro-
tections in hopes of making a good enough impression to 

jumpstart their career. In turn, this has created an issue of ac-
cess, where the privileged individuals with good connections 
and the resources benefit, while those who cannot afford to 
work unpaid are disadvantaged. It also creates a situation in 
which impressionable and inexperienced people in the or-
ganization have little or no legal standing (for those that are 
unpaid) and/or may not speak out if they receive poor treat-
ment.
   The primary beneficiary test established in the Glatt case 
may help in keeping a focus on the benefits for the intern, 
but it has also opened the door for more unpaid internships. 
This becomes increasingly relevant as more people consider 
internships to be “the way in” to certain industries, like sport 
and entertainment. Anti-unpaid internship advocacy groups 
such as Intern Labor Rights (http://www.internlaborrights.
com) and the Fair Internship Initiative (http://www.fairint-
ernshipinitiative.wordpress.com) argue that unpaid intern-
ships disproportionately affect the underprivileged. As out-
lined in Ross Perlin’s 2012 investigative book on internships, 
Intern Nation, unpaid internships are already abundant, and 
if paid internships and/or accessible entry-level jobs continue 
to disappear, students without sufficient financial resources 
would have limited options to opportunities that could help 
launch their career (Perlin, 2012). This serves to exacerbate 
the inequality between social classes and could potentially 
act as a filter, keeping poorer students out of reach of the best 
opportunities to launch successful careers.
   My own research speaks to how this issue of access affects 
students and may point to how the effects can be curbed. In 
interviewing sport management students preparing for their 
senior-level internship, I asked them what factors influenced 
where they looked for internships and how they ultimately 
decided what internship to take. The students’ responses var-
ied widely but it was evident that many students limited their 
search to their college town or hometown based almost en-
tirely on their financial situation. Many students commented 
that despite their career goals, they did not consider applying 
to unpaid or low-paying internships in other cities because of 
the cost, even if the internship was a great fit for them. Some 
interns found a way to overcome these challenges by plan-
ning far in advance, saving money in anticipation of hav-
ing to taking an unpaid internship in another city. Perhaps 
university faculty can encourage students to do this type of 
financial planning but this alone would not eliminate the im-
balance and advantage that some students have. Employers 
should understand that unpaid internships are likely filtering 
people from lower-income levels, thus reducing the diversity 
of the candidate pool. For organizations that use internships 
to identify future talent, this can affect the organization in 
the long term.
   The other major consideration is the relative lack of power 
interns have in organizations. Similar to typical entry-level 
employees, interns are low in the organizational chart and 
do not hold much clout or influence. They are often eager to 
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make a good impression and be noticed in order to advance 
their career. These factors alone do not make interns partic-
ularly susceptible to unethical treatment, but other factors 
may (Copeland, Dean, & Wladkowski, 2011). For students 
interning for credit, their performance on their internship 
may affect their grade, and possibly their ability to graduate 
on time. Many interns are also likely experiencing the full-
time work environment for the first time and are counting 
on a good reference to help launch their career since they 
do not yet have a permanent job. With so much at stake and 
with very little experience and knowledge of what is or is not 
proper workplace conduct, interns are arguably among the 
most powerless and vulnerable people within sport and en-
tertainment organizations, and the treatment they receive as 
interns can influence their career trajectory and the future 
labor force of the industry. It is an unfortunate irony that an 
organization that brought in an intern to give mentorship 
and help their career may unwittingly steer them from pur-
suing a career in that field.
   Mary Beth Lipp coauthored a law review article explor-
ing these issues based, in part, on her own experience with 
a hostile work environment during a senior-year internship 
at a news station (Bowman & Lipp, 2000). In her words, “as 
time went on, I lost confidence in my work and even began 
to dread going to the station, but the intensity of the situation 
silenced my complaints…I knew I wielded no power in this 
situation” (Healy, 2011). The experience understandably led 
her to pursue a different career, meaning the situation not 
only caused her personal harm but also deterred a promising 
student from entering a competitive field in need of more 
talented female workers. My own research has shown that it 
does not take a major incident like sustained sexual harass-
ment for career paths to change. In a sample of sport and 
recreation interns, the perceived treatment received from the 
supervisor influenced the student’s overall satisfaction with 
the internship and their intent to pursue a career in the in-
dustry (Odio & Kerwin, 2016). The study controlled for fac-
tors including pre-existing intent to enter the industry, and 
other workplace and personal variables, meaning that it was 
explicitly the influence of the supervisor’s treatment—and 
not the students’ interests—that influenced whether or not 
they would enter the field. 
   Most employers realize that they can influence the career 
of an intern, but these factors serve to show the extent of that 
influence. While some proportion of interns, like many em-
ployees, will not be a good fit for the organization or the in-
dustry, it should be those factors and not the treatment by the 
intern’s supervisor or their financial resources that influence 
the future career of an intern. Interns should not be coddled 
or sheltered per se; part of the internship is learning the real-
ities of the workplace. But employers should be cognizant of 
the position interns are in, especially those that are unpaid, 
and ensure that interns are being treated ethically since they 
are the least likely to speak out if they were being mistreated.

Best Practices: How to Manage Your 
Internship Program
Internships are a great way to help train, mentor, and ele-
vate the future employees of the sport and entertainment 
industry. They are common practice across the industry for 
flexible labor, and can be a great tool to identify talent for re-
cruiting. Because internships can be designed so differently 
there is no one good answer for how organizations can effec-
tively manage them and minimize these negative outcomes. 
Still, there are some general considerations that can help 
shape how organizations view internships and some more 
universal practical steps that can be implemented in almost 
any internship program. In this section, I outline three areas 
where my research and experience point to some best prac-
tices relevant to most internship programs. The first is the 
recommendation that employers should be intentional and 
have a clear purpose for their internship programs, second 
is promoting the value in knowing more about the interns 
that will spend several months in the organization, and last 
is offering insight into the value of a good relationship with 
universities for employers who recruit college students.

Have a Clear Purpose

Each organization must contemplate the main goal or pur-
pose of their internship program. This goal serves as the 
foundation for other decisions, such as whether the position 
is compensated, who will supervise the intern, and wheth-
er the interns must be earning academic credit. Moreover, 
making the primary aim of the internship program explicit, 
along with the intended outcomes for the intern, also helps 
in identifying and recruiting the right interns for the organi-
zation’s needs. 
   For example, if the goal of the internship is to serve as flex-
ible seasonal labor doing work requiring higher-level skills 
then the organization would want to recruit more advanced 
interns and ensure that they are paid. I have seen a local pro-
fessional sports franchise be successful with this model; their 
paid internship runs on a similar timeline every year, has 
well-defined parameters, and students at local universities 
know to anticipate these openings and what type of qualifi-
cations are usually sought. On the other hand, for an intern-
ship aimed at mentoring that involves more shadowing and 
some low-level work it would be more appropriate to take 
on interns with little or no experience still exploring their 
career options, and compensation may not be necessary. An 
athletic department I have experience with uses this model 
and has become adept at onboarding younger students who 
they can mentor into larger roles throughout their academic 
career. Lastly, for organizations wanting to use internships 
for recruiting potential full-time workers, interns with more 
experience can be sought and steps can be taken to ensure 
that all of the interns are evaluated throughout the experi-
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ence and given an accurate preview to what a job in the or-
ganization would be like. I have seen this most often in sales 
departments where there is predictable, high turnover.
   When the purpose of the internship is made clear, em-
ployers can also improve recruitment and management of 
the interns. Employers can advertise the specific benefits of 
the internship and tout the success of previous interns. In 
best-case scenarios, these successful interns can speak to the 
benefits of the experience and be the best ambassadors for 
the organization. 
   Furthermore, the purpose of the internship can influence 
decisions related to the timing of the internship and how 
many interns are needed or wanted. The internship can be 
aligned with the university schedule, the organization’s need 
for labor, or when new full-time vacancies are anticipated. 
This makes the organization’s schedule for recruiting interns 
more predictable and gives the organization an advantage 
when looking for the best interns, as they can advertise earli-
er and on predictable intervals.
   Another significant added benefit of intentional and de-
liberate planning and management is that it helps prevent 
most of the legal and ethical issues associated with any kind 
of internship. Taking steps to formalize the internship helps 
removes the ambiguity interns often experience, empowers 
them to know the scope of their duties and what they should 
be gaining from the experience, and helps clearly establish 
whether or not the intern is an employee. Reducing this am-
biguity and empowering interns directly addresses the un-
derlying source for why interns often face exploitation and 
increases the likelihood they will speak up if they experience 
any negative treatment. 

Know Your Interns

Another important consideration is to realize who interns are 
and to understand their capabilities. Although it seems ob-
vious, it is important to realize interns are not paid, full-time 
employees. For many, an internship is their first exposure to 
a real-work environment and it would be ill advised to make 
assumptions about what they know or to punish them for 
their inexperience. Managers may be justified in not having 
patience with interns who do not even know the basics of 
how to operate in the workplace, but that would undermine 
the value of doing an internship, which is to learn those ba-
sics. Mentoring interns is a challenging endeavor precisely 
because of their inexperience.
   Research I conducted with sport and recreation interns 
shows that even senior-level undergraduate students are not 
always certain of their career paths and they see internships 
as a way of gaining more information, broadening their net-
work, and learning (Odio, Sagas, & Kerwin, 2014). Being sen-
sitive to the professional and career-related needs of interns 
helps managers gain a better sense of how to mentor them 
and what to expect from them. Especially for internship pro-

grams designed to help organizations identify potential tal-
ent for hiring, it is important to realize that students are of-
ten eager and motivated but require training and should not 
be expected to have job-specific skills straight from school. 
For most, that is what they gain from an internship that will 
make them valuable job candidates in the future.

Communicate with Universities

Internships and other field experience courses are common 
in university sport and entertainment programs. For organi-
zations with internship programs aimed at these students a 
close relationship with one or more universities will be ben-
eficial, as it allows for collaboration as far as the intended 
outcomes of the internship, and it can help create a consis-
tent source of interns with a predictable level of knowledge 
and skills. 
   Requiring that interns be enrolled in a university program 
is not an easy decision. Common arguments in favor of re-
quiring that interns be earning credit are that it ensures the 
students will be motivated to complete the internship, the 
students have an extra level of accountability with grades 
on the line, and the university is likely ensuring they are 
gaining something from the experience through some sort 
of assignment such as writing an essay or keeping a jour-
nal. Requiring credit is also a major consideration for the 
legality according to the primary beneficiary test. However, 
detractors may argue that requiring interns to earn credit 
limits the people who can take on the internship. For these 
interns, grades or academic credit can become an extrinsic 
motivator, which is less effective than if an intern is more 
intrinsically motivated to be engaged in the internship. Also, 
requiring credits may make the internship more expensive 
or out of reach for some students. Both arguments are fair, 
and it is certainly a boon to have grades as an incentive for 
interns to be dedicated to an internship all the way through. 
However, employers should again consider the purpose of 
their internship program and whether they would need or 
want someone that is only there to earn college credit. Mak-
ing the goals of the internship (e.g., hiring tool, educational, 
or flexible labor) clear and the taking the interests and goals 
of the intern into account makes it more likely that both sides 
can find common ground that keeps the intern engaged and 
motivated. With this in mind, it should not matter whether 
the internship is being done for academic credit or not. Still, 
there are other factors to consider when deciding whether to 
require that interns earn college credit. 
   It is also important to know that university programs vary 
greatly in how they manage and supervise the students; some 
can be very restrictive and closely monitor students, while 
others leave the supervision almost entirely in the hands of 
the organization. Understanding how the university manages 
students allows organizations to plan ahead, take advantage 
of the resources of the university, and avoid potential issues 
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such as scheduling conflicts. Knowing the mentorship pro-
vided by the university faculty and the requirements placed 
on the interns gives organizations the ability to manage the 
workload or schedule of the intern more effectively. 
   Finally, working closely with universities when appropriate 
can benefit organizations, as they can mitigate the amount 
of time and effort that goes into managing interns. Becom-
ing familiar with a university’s curriculum can give organi-
zations a better idea of what knowledge and skills to expect 
from interns. It also allows the organization to plan around 
the academic schedule and even recruit students far in ad-
vance. The more knowledge an organization has about its po-
tential interns the more effectively it can make decisions and 
capitalize or at least reduce the time and effort cost invested 
in an internship program.

Conclusion
It is easy to treat interns as an afterthought in organizations, 
far below regular employees as a priority, but the landscape 
of recent lawsuits and the potential long-term effects on 
the intern and the field demand that adequate thought and 
planning be put into any organization’s internship program. 
Interns are arguably the most vulnerable people in an orga-
nization and at times the most difficult to manage. By being 
intentional with the design of their internships, understand-
ing who the interns are, and knowing what outcomes they 
desire and can achieve, organizations can effectively design 
experiences that maximize the benefits to the intern and 
themselves while minimizing the negative side effects of in-
ternships that have become prevalent.
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Sport-for-Development
Emma Sherry, La Trobe University

Sport has the power to change the world” states the famous 
Nelson Mandela quote. As sports academicians, fans, 

practitioners, and participants, we instinctively know the ve-
racity of such a pronouncement, but how do we know? There 
is a growing body of research that investigates how sport may 
be used for development outcomes. Indeed, a growing num-
ber of academicians and practitioners alike are developing 
an interest in or focus on the use of sport for development 
as they identify sport and active recreation programs as ef-
fective mechanisms for achieving social change—change for 
individuals and change for communities—with the aim to 
change broader society. 
   In this article, I review some of the ideas behind sport 
for social change, or sport-for-development, and how we 
might best understand it or measure it. How do we know if 
what we are doing is working or changing anything at all? 
Sport-for-development has been defined as “the use of sport 
to exert a positive influence on public health, the socializa-
tion of children, youths and adults, the social inclusion of the 
disadvantaged, the economic development of regions and 
states, and on fostering intercultural exchange and conflict 
resolution” (Lyras & Welty Peachey, 2011, p. 311). As a con-
sequence of growing political and institutional support, the 
number of sport-based projects aimed at contributing to pos-
itive development in these areas has been constantly increas-
ing. The popularity of sport-for-development stems from its 
ability to capture, or “hook,” a large number of people—par-
ticularly those interested in sport and physical activity—and 
use the momentum in and around sport as a strategic ve-
hicle to communicate, implement, and achieve non-sport 
development goals. Before going further, it is important to 
note that when we use the term sport in sport-for-develop-
ment, the definition is very broad. Much of the activity seen 
in sport-for-development is modified or adapted for local 
community contexts and access to resources. The term ac-
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tive recreation may be more appropriate; however, as sport 
is the term that transcends many cultural and community 
contexts, the term sport-for-development (SFD) has been 
coined.

Researching Sport-for-Development: A 
Personal Journey
After I submitted my PhD in 2008 on sport governance 
and the Australian Football League, I found what I thought 
would be a small project to do to keep me busy while I waited 
for the examiners’ reports. This first project involved work-
ing with the Australian team that attended the 2006 Home-
less World Cup in Edinburgh. I stumbled upon the Homeless 
World Cup via an article in The Big Issue, a street magazine 
and social enterprise, which really appealed to my personal 
interest in social justice. I had immediately been drawn to 
the relatively new idea that sport could be used for some-
thing bigger: as a mechanism for community development 
and social change. Since that “small project,” which ultimate-
ly blossomed into a seven-year partnership resulting in nu-
merous projects and collaborations, I have developed my ac-
ademic career in the field of SFD with a variety of programs 
in Australia and internationally, investigating how sport can 
be used as a tool for social change and community develop-
ment in a whole range of different settings.
   I feel very privileged to work in the field of SFD. I get to 
work with people and programs who use sport and physi-
cal activity to make their communities a better place, with 
outcomes focusing on education, health, gender quality, so-
cial cohesion, and more. My research is interdisciplinary, in 
that the focus of the development outcome (e.g., education, 
female empowerment, health, or social cohesion) requires 
engagement with different research literatures, disciplines, 
and research methods. As we shall see later in this article, 
the concept of interdisciplinarity is of central importance to 
SFD.
   I have also had the pleasure to work recently with the Na-
tional Rugby League (NRL), Netball Australia, and the Inter-
national Cricket Council in the South Pacific, so I have been 
able to travel to remote and exotic locations such as Papua 
New Guinea, Tonga, Vanuatu, Cook Islands, Fiji, and Samoa. 
I am lucky in that I often get to do a variety of different proj-
ects under the broad banner of SFD, so I have a lot of unique 
experiences. In the past 12 months, I have flown more than 
100,000 kilometers and spent time in these amazingly di-
verse nations. I have met some exceptional people and this 
is one of the research highlights: working with people who 
are passionate about their sport and how they can leverage 
it to achieve health and leadership outcomes for their com-
munities. Speaking to women in Tonga and Samoa about the 
real effects that the broader participation in netball programs 
is having on the health of them and their families, and how 

it is providing them with leadership opportunities in their 
villages and countries is a terrific example. These women are 
formidable and inspiring, and it’s an absolute privilege to re-
cord their journey through the life of the project. 

Working with the Sport-for-Development 
Sector
For a number of years, I have had the honor—and it is indeed 
an honor—to work with some of Australia’s leading national 
sport organizations and innovative and responsive non-gov-
ernment organizations.
   Each of the five projects I will outline in this paper was not 
the result of formal tender or application process; rather, each 
of these projects has developed from genuine and personal 
interactions with industry partners in the field. In some cases 
(The Big Issue, The Huddle) it was through my application 
for internal small university grants that provided the initial 
seed funding to start the research project relationship. In my 
experience working with SFD organizations and programs, 
the establishment of an authentic and genuine working rela-
tionship is the most important factor in securing long-term 
research contracts and funding with industry. Providing an 
industry partner with your time, being flexible and respon-
sive, working together to secure alternative funding sourc-
es, and providing free advice or support where appropriate, 
such as a presentation to stakeholders or working together 
on a grant, will assist in the development of goodwill and 
increase opportunities to secure industry research contracts. 
In the following section I would like to provide an outline 
of some of these programs. I first briefly outline the aims of 
each program and then discuss how the research partnership 
was established and developed over time.

National Rugby League (NRL) – Papua New 
Guinea League Bilong Laif Program

The sport of rugby league is one of Australia’s pre-eminent 
football codes; Australia is in the unique position of hav-
ing four football codes with elite national competitions. 
The NRL is the most popular of the football codes in the 
northern states of Queensland and New South Wales and is 
particularly popular in the Pacific. The NRL’s League Bilong 
Laif program is a three-way partnership between the Aus-
tralian Government (represented by the DFAT), the Papua 
New Guinea (PNG) Government (represented by the Na-
tional Department of Education), and the Australian Rugby 
League Commission (represented by the NRL). League Bi-
long Laif—League for Life—is the result of a comprehensive 
program design process, strategically designed to contribute 
to development outcomes. The overarching aims of the pro-
gram were: 1) improve student engagement with education 
in and out of the classroom via communication of positive 
social messages; 2) increase opportunities for empowerment 



Sport-for-Development

Sherry Volume 3 • Number 1 • 2017 • SER   24

of females of all ages; and 3) improve organizational and 
management capacity of rugby league in PNG.
   Rugby league is arguably the national sport of Papua New 
Guinea, and as such it provides the ideal mechanism to en-
gage men, women, and children of all ages via well designed 
SFD programs. Together with Dr. Nico Schulenkorf from the 
University of Technology, Sydney, I have been engaged by 
the NRL to undertake an extensive, longitudinal monitoring 
and evaluation project to assess the efficacy of the League 
for Life program. Throughout this project, we have been in 
active partnership with the NRL, working closely with the 
NRL Pacific regional manager based in Australia, and un-
dertaking multiple site visits to Papua New Guinea, working 
closely with local staff.
   A number of key factors defined the program context and 
had direct relevance for the design of the League for Life pro-
gram. The status of women in PNG is low and physical and 
sexual violence is common; UN Women reports “shocking 
levels of brutal violence against women in Papua New Guin-
ea, including torture, sorcery-related killings and frequent 
gang-rapes of women” (UN Women, 2012, para. 7). School 
attendance is poor, with an estimated 43% of primary stu-
dents abandoning study; some schools lack regular teaching 
staff and unexplained teacher absenteeism is high. Teachers’ 
remuneration is comparatively poor and systemic inadequa-
cies often delay payments. Although the PNG school curric-
ulum includes ostensible support for physical education (PE) 
in elementary, primary, and secondary schools, PE sessions 
are rarely implemented and depend entirely on teachers’ 
willingness and ability to conduct classes; resources are scant 
and access is hampered by logistics and climate. Students 
with a disability are often excluded from participation and 
face abuse, discrimination, and lack of accessibility. Large 
class sizes of 50 are common and school facilities are often 
inadequate. Physical coercion is not uncommon in the class-
room. In some communities, due to the very high levels of 
poverty—the Economist Intelligence Unit’s livability index 
ranks Port Moresby 137th out of 140 capital cities—children 
are required to support family, thereby effectively disengag-
ing them from the education system. Literacy is roughly 50–
60%, though figures are uncertain due to systemic and ad-
ministrative inadequacies. English literacy is even lower with 
an estimated 20–25% of the population fluent in English, the 
language of the government and education. In some com-
munities, English is the fifth or sixth language behind local 
languages and dialects. Recent policy amendments provid-
ing free education for every child in PNG, intended to lead 
to positive education outcomes, have sometimes limited ac-
tive student participation due to the inadequacies of infra-
structure. These challenges have caused tension within the 
education system; low pay and poor administrative support 
provided for teachers have had a negative impact on teachers’ 
ability to perform their jobs, the situation with sport educa-

tion being yet worse due to the poor social status of physical 
education within the education system.
   The League for Life program was therefore carefully de-
signed; the design sought to establish and develop a site in 
which all the young participants shared equal status and in 
which the values of respect and the importance of education 
were prioritized. Activities were developed that prioritized 
the co-operative aspects of the tasks, rather than the compet-
itive aspect. Participating schools received six sessions of rug-
by league-related on-field and in-classroom activities initial-
ly delivered by League for Life staff and later by both League 
for Life staff and teachers. Sessions were designed to ensure 
no physical tackling, be non-competitive, and provide acces-
sible sporting and educational opportunities for children of 
all abilities. Sessions were inclusive of all children—regard-
less of gender or physical ability—avoided competition, and 
provided opportunities for cross-group cooperation (e.g., be-
tween boys and girls or between teaching staff and students) 
and provided opportunities for developing friendships with 
the support of authority figures. League for Life staff, half of 
whom were women, received training, not only to deliver the 
program, but also in aspects of rugby league sport manage-
ment. League for Life staff worked with teachers, modeling 
respectful gender relations and later training teachers to de-
liver the program. Importantly, League for Life was found-
ed on strong links and partnerships with key stakeholders 
in the region. Extensive consultation, which prioritized local 
perceptions, understandings, and experience, with sport, ed-
ucation, and welfare organizations underpinned the design 
and implementation of the program. The ultimate aim is to 
transfer ownership of the program to local organizations; 
consequently, we focused much effort on training and devel-
opment of local staff.
   Although still in its nascent stages, evaluation of the League 
for Life program is already beginning to show some success. 
Schoolteachers report that students are more engaged, and 
that attendance is much improved. Teachers were pleased 
to report improved classroom behavior from children with 
a history of unruliness in class; they noted fewer squabbles 
between the children and increased sense of group connect-
edness. A particularly pleasing outcome was the high num-
ber of children with a disability that engaged in the program; 
stakeholders and program partners identified this as a pos-
itive unexpected outcome of League for Life. Given the low 
status of people with a disability in PNG, this unexpected 
outcome underscored the importance of careful design and 
delivery as it appears it was the prioritization of “equal status” 
that underpinned this outcome. 
   A key element in the design of this program was the inbuilt 
opportunities for feedback, which allowed us to amend the 
design and immediately address areas of concern or ineffec-
tiveness. For example, the program was delivered in English, 
in order to provide immersive experiences in the language 
of government and authority. However, it was noted early in 



the program that, despite the majority of the material being 
rugby-themed, occasionally the material contained cultural-
ly specific concepts with which the children were unfamiliar. 
An example was that one book contained an image of a sheep, 
an animal not familiar to some of the children (because there 
are not too many sheep in PNG!). With the feedback loops 
built in to the program design, League for Life staff and teach-
ers were able to quickly raise this as an issue—valuable class 
time was being lost to explaining concepts (or animals) not 
central to the intended learning outcome. Those materials 
could then be amended to improve the program’s effective-
ness. These feedback loops were also effective in generating 
a program-wide understanding of progress toward capacity 
building of staff and further in monitoring how relationships 
between stakeholders were developing. Ongoing monitoring 
of relationships is essential, particularly in a multi-site pro-
gram spread across a large geographical area that involves 
multiple interorganizational relationships. It’s important to 
provide a link—sometimes to be the link—between the vari-
ous partners to ensure trust and cohesion.
   As a result of the strong collaborative working relationship 
with the NRL, the research team has had a contract extension 
to include an expansion program to the Pacific, including 
Tonga, Samoa, and Fiji. In addition, a research team worked 
with the NRL to refine the program aims, present to the Pa-
cific advisory committee, and provide professional develop-
ment to the Pacific teams.

Netball Australia – One Netball Pacific Program

The sport of netball is played throughout the Commonwealth 
and is the most popular and high-profile female sport in 
Australia. One Netball Pacific (ONP) is a program under the 
Australian Government’s Pacific Sports Partnerships (PSP) 
initiative delivered in Tonga and Samoa. At its inception in 
2010, ONP was directed at supporting grassroots sport and 
capacity building of national sporting federations. The scope 
of these initiatives is now more targeted as the program has 
progressed. The ONP’s key development objectives currently 
are netball capacity, non-communicable disease prevention, 
female leadership, and strong partnerships.
   Similar to the study with the NRL, the project with Netball 
Australia has been a multi-year longitudinal research project 
to assess the efficacy of the in-country netball activities, spe-
cifically with regard to the development of female leadership, 
health promotion, and a strong netball federation in each 
nation. The research partnership was initially founded due 
to an established relationship between La Trobe University 
and Netball Australia. The research team has worked with 
the partner to develop a research framework for each nation, 
which has evolved over time to reflect changes and develop-
ment of the in-country program over the contract period. 
With an increased focus on health promotion in the final 
years of this project, the research team has extended the part-

nership to include a physical activity academician working 
with the University of Sydney. Research and results from this 
evaluation program have been used by Netball Australia and 
in-country partners to secure additional funding and modi-
fy program design and delivery, and have been presented in 
partnership with a Netball Australia representative at inter-
national conferences.
   A key takeaway from this project was the need to be able 
to respond in a flexible, timely way to emergent issues. The 
amended focus of research at each of the sites is indicative 
of our context-focused approach, which prioritized the spe-
cific needs of participants in the different locations. Further, 
the increased focus on health promotion came about as a re-
sult of having identified what aspects of the program were 
effective and which needed tweaking for added utility. The 
closer focus on health promotion raised the need for added 
expertise in this area, and so we brought in scholars from the 
health disciplines to fill the gaps in our team’s expertise.
   I think this is one of the biggest lessons for me working in 
the SFD sector: partnerships are crucial to success. Whether 
it’s a partnership to achieve a specific goal that is then dis-
solved post-program, leaving two separate organizations, or 
whether it’s a partnership in which something entirely new 
is created that perpetuates as a new entity, working collab-
oratively with others to achieve a common goal lies at the 
heart of SFD. Forging partnerships involves developing and 
establishing trust and a shared vision, creating opportunities 
for knowledge sharing, and being responsive to changing 
contexts. For me, it’s also about generosity of spirit—keeping 
in mind the goal we all seek to achieve—and maintaining the 
commitment to work collaboratively toward our objective. 

ICC/Cricket Australia – Girls Empowerment 
through Cricket Program

The Girls Empowerment through Cricket program com-
menced in Port Moresby, Papua New Guinea, in February 
2016. The Girls Empowerment through Cricket program 
is a SFD program that uses cricket as vehicle for change to 
empower young secondary school-age girls; it is delivered in 
partnership with the International Cricket Council (ICC), 
Australian Government, and Cricket Australia as part of the 
Pacific Sports Partnership program. The program’s aims are 
to 1) increase female participation in playing hard ball crick-
et and 2) empower young girls through educational sessions.
   This project focuses on engaging and empowering young 
women via a mixture of cricket-based program activities and 
a series of personal development workshops, including ses-
sions on sexual and reproductive health, self-defense, and 
yoga. As I previously mentioned when discussing the League 
for Life program, women in PNG do not enjoy equal status; 
personal assault is common and girls rarely receive the same 
level of education as boys. The program provides an oppor-
tunity for girls to participate in sport, but the real opportu-
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nity they receive is to be allowed—in fact encouraged—to 
express themselves. It seems like such a small thing for many 
of us; we take it almost for granted that we will be heard if we 
speak. For these young women, though, being freely able to 
laugh, yell, and take center stage is not only fun, but an im-
portant step in developing and asserting agency. 
   The program provides a context in which girls’ voices are 
meaningful and relevant as an expression of capabilities. 
Voice is not an accessory, it is an essential part of well-be-
ing. Through participating in a context in which their voice 
matters, these young women and girls have an opportunity 
to engage in practices that generate new states of feeling and 
connection, which change the way they view themselves and 
thus are viewed by others. Agency is produced by essentially 
social interactions, as capabilities are never developed in iso-
lation. In other words, through participation in the program, 
the girls can be empowered to aspire different possibilities 
and different selves, an essential element of effecting collec-
tive change. This, again, is why I love working in the SFD 
sector: I get to be part of changing these young women’s lives, 
helping them realize their true value and potential contribu-
tion, and, in turn, helping to bring about social change.
   Research and results from this evaluation program were 
collected via a series of staff reflective surveys and reflective 
journaling by program participants. For many, the program 
has become a highlight of their week. The program is still 
in its infancy, so evaluations are preliminary; however, par-
ticipants described feeling empowered, fitter, and stronger. 
These are encouraging outcomes, again as they represent the 
first baby steps on the path to improved gender status. As 
a relatively new partner, and project, research is being used 
to support development of the program and to report to 
funders. 

The Big Issue – Community Street Soccer 
Program

The Community Street Soccer program, known as Street Soc-
cer, is an initiative of The Big Issue that uses sport to change 
lives. Street Soccer promotes social inclusion and personal 
change for participants by providing support and promoting 
participation, inclusiveness, commitment, and team spir-
it. The heart of Street Soccer is the weekly training session, 
held across Australia. Participants get together in a safe and 
non-threatening environment, allowing them to get fit, make 
new friends, and seek support and advice. The Big Issue sup-
port staff also work closely with participants, linking them 
to services that address issues including homelessness, sub-
stance abuse, family breakdown, and mental illness.
   Through the program, The Big Issue engages with people 
who, in many cases, have given up on counseling and tradi-
tional support systems and services. Street Soccer puts the 
person at the center of the solution and provides them with 
the support and tools necessary to make positive changes to 

their lives. The program has been in existence for more than 
10 years, and Australia sends a representative team selected 
from its nationwide programs to the annual Homeless World 
Cup.
   The research partnership with The Big Issue was formed 
through an internal university research grant to support a 
small exploratory study on the value of sport in social inclu-
sion for marginalized and at-risk participants. This research 
partnership grew and evolved over the year, resulting in 
funded research projects, becoming embedded in the Mel-
bourne Homeless World Cup team, and a collaborative re-
lationship of seven years. The program expanded to include 
research with the programs being delivered across the coun-
try and in correctional facilities in Victoria and Queensland. 
   The program has seen more than 7,000 people engaging in 
its weekly football session since its inception. Participants, 
many of them some of society’s most marginalized, come to-
gether in a safe space to engage with friends, get fit, and con-
nect with services. This is another key point: the creation of 
a safe space. It’s this safe, welcoming, and inclusive environ-
ment that provides the context in which individuals can con-
nect with one another. Developing a place wherein all par-
ticipants are treated equally, and respectfully, regardless of 
their gender, age, ethnicity, or socioeconomic status (SES), is 
foundational to successful programming. Participants from 
Street Soccer around Australia have reported that engaging 
in the program has provided benefits beyond getting fit and 
learning some new skills. For example, many participants 
described reductions in mental health problems, improved 
self-esteem, increased motivation, and feeling more con-
nected. They have made new friends and, in several reported 
instances, these friendships have gone on to lead to housing 
and employment. For many, participation led to decreased 
harmful behaviors, smoking less, drinking less, and enter-
ing rehab to address drug abuse issues. These may be small 
outcomes, but in the context of an individual’s life, they are 
priceless. 
   The Big Issue Street Soccer program offers another salient 
lesson for SFD programming: reporting to funders. Fund-
ing is scarce and highly competitive and program organiz-
ers are required to demonstrate program efficacy according 
to the particular funding regime. For this program, funding 
has come from a variety of government departments, in-
cluding education and employment, health and well-being, 
and agencies charged with addressing social inclusion. Each 
government department is working toward a different set 
of policy objectives, and each has a slightly different policy 
focus, policy approach, and reporting regime. In practice, 
the program has retained its original objectives: to provide 
a safe space in which participants can get fit, make friends, 
and connect with services. However, behind the scenes, the 
constantly changing funding source has necessitated amend-
ments to reporting practices for the SFD organization. Pro-
gram deliverers have to demonstrate that the funding has 
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been appropriately spent, and is working toward achieving 
the funder’s objectives, while maintaining a dependable and 
reliable service for participants, whose well-being is the or-
ganization’s priority. That’s another point I’ve noted work-
ing in SFD: the tenacity, integrity, and dedication of people 
selflessly, purposefully working toward making the world a 
better place. Such tenacity is often needed in the context of 
scarce funding. For SFD organizations, being alert to fund-
ing possibilities and tailoring organizational discourse sur-
rounding a program or initiative to suit the needs of varying 
funding bodies is necessary to maximize the likelihood of 
success. Organizations should avoid, however, overreaching 
and then failing to meet funders’ expectations. It is preferable 
to deliver a constrained program well than to overreach and 
fail entirely. The Big Issue’s stated objectives are simple; this 
enables the organization to more easily tailor reporting out-
comes to meet specific funding needs.

The Huddle

The Huddle works with young people to enhance social 
cohesion. Established in 2010 to improve social cohesion 
by systematically addressing the causes of disengagement 
among young people, The Huddle’s programs target youths 
from migrant and refugee backgrounds in inner Melbourne, 
and across the north and west of the city. Programs are de-
veloped and delivered by Huddle staff and volunteers, in 
conjunction with the North Melbourne Football Club (Aus-
tralian Football League team) playing group and young peo-
ple from the local community. Technology, sport, positive 
education, team building, mentoring, and role models are 
used to challenge and engage, to create active community 
participants, and to develop young people into leaders. The 
Huddle’s multi-faceted approach to addressing social cohe-
sion has been underpinned by ongoing formal and informal 
consultation with community and education leaders, as well 
as young people from within the community. The Huddle’s 
programming is finely tuned to provide closely relevant ac-
tivities aimed at achieving a variety of development goals in 
a variety of community cohorts. Although a multicultural 
city, Melbourne has its share of unease arising from poor in-
tercultural communication and economic disadvantage; the 
area around The Huddle is particularly culturally diverse, 
and is somewhat economically depressed. Through a joint 
initiative of the North Melbourne Football Club, the Scanlon 
Foundation, and the Australian Multicultural Foundation, 
The Huddle has won numerous Community Achievement 
Awards for its work with disaffected and marginalized youth. 
   A partnership with The Huddle was first developed infor-
mally at a sport for social inclusion celebration, and grew into 
a placement for a university-funded PhD student to be em-
bedded at The Huddle to undertake a longitudinal PhD re-
search project on the role of The Huddle and its programs in 
facilitating social inclusion. This research has been presented 

at international research conferences and industry presenta-
tions; it has also facilitated the rewarding of additional ex-
ternal project and research funding and the receipt of gov-
ernment awards for community engagement. Although still 
in its early stages, the results of the evaluation research are 
encouraging. For instance, young people reported that The 
Huddle is a place where they feel they can go and where they 
will be treated well and learn new skills; they reported that 
they came to The Huddle for help with homework, to prepare 
for the future, and to have fun. Some 50,000 young people 
have attended programs since The Huddle opened. These 
results suggest that the close consultation that underpinned 
The Huddle’s program design is paying dividends and young 
people feel The Huddle is a positive place for them. 
   One of the strengths of The Huddle is the breadth of spe-
cific expertise represented in the partnerships that compose 
the organization. Representatives from each of the major 
partners compose the board; the combination of the ar-
ea-specific, conceptual, and practical knowledge brought 
by the different organizations ensures that all aspects of the 
programming are fully accounted for. The Huddle is another 
sensational example of the value and potential of good part-
nerships, which I feel are so key to successful programming 
and also to useful research in the sector.

Researching the Sport-for-Development 
Sector
As a sport development researcher with almost 10 years’ ex-
perience, I’ve identified some potentially unique challenges 
and opportunities that this type of research presents. These 
could be summarized as 1) the interdisciplinary and multi-
disciplinary nature of the context, 2) the whole-of-govern-
ment approach required in the SFD sector, and 3) the impor-
tance of understanding intersectionality.

Interdisciplinary and Multidisciplinary Research

During my years working in the SFD sector, one thing has 
become apparent: Both the strengths and the challenges of 
the sector lie in its interdisciplinary nature. There is excep-
tional variety of program and organization scale, scope, fo-
cus of development outcomes, organization structure, target 
participant groups, and geographical locations, to name a 
few.
   Particularly challenging for those of us researching in the 
SFD sector is the broad range of development goals using 
sport as a mechanism for social change—these development 
goals are largely conceptualized as gender equality and/or 
empowerment, health, education, livelihoods/economic, 
disability, peace, and access and equity.
   Due to this complexity, much SFD research requires a mul-
tidisciplinary or interdisciplinary research approach. Briefly, 
for those less familiar with the terms, interdisciplinarity in-
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volves the combining of two or more academic disciplines 
into one research project, creating something new by cross-
ing boundaries, and thinking across them. Interdisciplinary 
research crosses traditional boundaries between academic 
disciplines or schools of thought, as new needs and profes-
sions emerge. Multidisciplinarity is also often a feature of 
SFD research—and indeed program design and delivery—
where different disciplines or sectors join together to work 
on a common problem, but split apart again unchanged 
when the work is complete.
   By definition, SFD combines the fields of sport and devel-
opment. When we take into account the additional develop-
ment focus—be it health, education, or perhaps gender equi-
ty—the requirement to work across academic disciplines and 
boundaries becomes essential. In some cases, a multidisci-
plinary approach is adequate to solve the specific problem or 
undertake a specific evaluation. However, in the emergence 
of SFD as a sub-discipline we are seeing interdisciplinarity 
in action. SFD research brings together health sciences, so-
ciologists, management theorists, and many others to better 
understand how sport can be used as a tool to achieve broad-
er community and individual outcomes. For those organiza-
tions who seek academic partners for program evaluation, 
they are well advised to consider in some depth precisely 
what they seek to gain from undertaking research. It may 
well be that the answers that are sought will not be provided 
by research undertaken in single disciplines but will require 
inter- or multi-disciplinary expertise. Research centers that 
are comprised of academicians with varying specialties can 
be better placed to undertake SFD research; universities with 
strong industry connections are also well placed to under-
take useful research, as not only are they connected to indus-
try, but they have developed protocols that facilitate inter-or-
ganizational collaboration.

Whole-of-Government

Similar to the way in which there are multiple disciplines and 
domains involved in SFD, the intersection of different gov-
ernment departments and SFD programming is also unique. 
Depending on the program, one, two, or more government 
departments or non-government organizations may be in-
volved in funding, designing, and the implementation of an 
SFD program. A whole-of-government approach is therefore 
particularly important for SFD research design, administra-
tion, and reporting. Successful SFD programs and research 
play a role in ensuring that the needs of diverse and often 
marginalized communities are conveyed to the relevant bod-
ies and that government is kept abreast of community con-
cerns. As such, organizations benefit from developing good 
links with government departments, keeping abreast with 
relevant policy and infrastructure planning that may affect 
their programming. Further, I have found that being will-
ing to act as the bridge between different departments can be 

helpful; establishing good information sharing practices and 
maintaining a cheerful and open disposition in communica-
tions seems to cut through some of the red tape that can put 
such a stranglehold on progress.

Intersectionality

Many readers will be aware of the concept of intersection-
ality. Intersectionality can be defined as the interconnected 
nature of social categorizations—such as race, class, and gen-
der—as they apply to a given individual or group, regard-
ed as creating overlapping and interdependent systems of 
discrimination or disadvantage. In simple terms, intersec-
tionality reminds us that a person is not constituted by one 
single construct (e.g., age, race, gender) and that the most 
socially excluded in our communities suffer from multiple 
sources of disadvantage. Target populations for programs, al-
though seeking to provide development opportunities, may 
indeed exclude those who cannot fit neatly into one catego-
ry. Through an awareness of intersectionality, we can better 
acknowledge and ground the differences among us. This 
awareness is particularly significant for SFD programs: it is 
important to avoid unnecessary silos and think of access and 
equity more broadly. In practice, this means we must consid-
er the various forms of disadvantage that might need to be 
addressed, and try to ensure that in designing for a specific 
cohort, we have not incidentally excluded another. Intersec-
tionality can also present opportunity; for instance, it might 
be that there is more than one source of potential funding for 
the target population.

Sport-for-Development: It’s Not for the 
Faint Hearted!
Although working and undertaking research with the SFD 
sector is exceptionally rewarding, it must be noted that it has 
perhaps more than its fair share of challenges and complex-
ity. As the discussion of the various projects I’m currently 
involved in has shown, research in SFD requires an ability 
to navigate multiple partners and partnerships, work across 
academic disciplines, and—due to the development focus 
of the sector—often working in ethically complex and diffi-
cult environments, with participants who may have multiple 
sources of disadvantage. 
   The complexity of the sector itself and the prevalence of 
multi-partner contexts—SFD organization, funder, and re-
searcher—require a higher level of engagement with these 
partners to achieve successful research outcomes that meet 
often disparate expectations. Measurement in SFD is fraught 
with complexity, in no small part due to the interdisciplinar-
ity previously discussed in this paper. Evaluation of program 
outcomes involves the use of planned metrics established 
in the program design phase; however, there are obvious 
challenges to overcome in the establishment of such met-
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rics. How do we make sure they are appropriate? How do 
we ensure that the data they generate is useful—for ongoing 
program delivery and for funding reporting purposes—and 
accurate? SFD programs, particularly in challenging loca-
tions, encounter obstacles to delivery, such as resource scar-
city, bad weather, community violence, or conflict, making 
metrics established in the design phase no longer relevant or 
useful. And then there is the issue of measuring short- versus 
long-term success of a program. Effecting social change in 
a sustainable way is a primary goal of SFD; we seek to effect 
lasting change that extends beyond the life of the program 
or intervention. As such, evaluation must account for long-
term sustainability. Similarly, measurement of individual, 
micro-level, organization, meso-level, or broader, commu-
nity, macro-level change is difficult. Evaluation might reveal 
high levels of personal or organizational change, but in the 
context of affecting societal change—to address the underly-
ing problems that caused the social disadvantage in the first 
instance—it may be difficult, if not impossible, to definitively 
demonstrate the broader impact.
   There may be challenges at times from funders or organi-
zations to present a more positive view of the program out-
comes than can be found in rigorous academic research; often 
the nuanced difference between a consultancy and a research 
project can cause confusion between partners. This can be 
successfully managed via establishing knowledge-sharing 
routines that include clear and regular communication, set-
ting plans and performance expectations for all parties, and 
ensuring that any problems or delays are quickly brought to 
the attention of any affected partners.
   Research ethics requires a strong duty of care for all partic-
ipants in the research process, in the face of often very real 
physical and emotional danger, including those undertaking 
the research. When working in low-to-middle income coun-
tries, with increased risk of infectious disease, political crisis, 
or risk to personal safety, researchers need to be cognizant of 
the inherent risk in much SFD research. One often-neglected 
area of research ethics and risk assessment in SFD research 
is that of self-care and care for others on the research team 
to counter the vicarious trauma of hearing and recording the 
stories of affected and disadvantaged participants. This risk 
extends not only to those in the field, but can include tran-
scribers and research assistants who may be working with 
the data second-hand, but are still exposed to the stories be-
ing shared. SFD managers should be alert to the potential for 
such risk and plan to manage any emerging difficulties. The 
impact of such risk can be managed, again by the establish-
ment of effective knowledge-sharing routines that provide 
opportunities for researchers and affiliated staff to debrief 
with peers and share their experiences with professionals 
where required. Minimization of personal risk to program 
and research staff can also be achieved through training and 
education programs that prepare individuals for the likely 
factors that will be encountered.

   The qualitative or mixed-method research design of much 
SFD research requires close and authentic community en-
gagement with the research participants and their broader 
communities. Researchers in the SFD domain need to ensure 
that they work with participants in a respectful and recipro-
cal manner, as those who have experienced the most disad-
vantage require the greatest respect in requesting their time 
and their knowledge. Data drawn from research participants 
in the SFD domain is often deeply personal and at times dis-
tressing, and researchers working in the field need to ensure 
that they handle the participants and their communities with 
as light a touch as possible. If the research is being under-
taken in a context that is culturally or ethnically different to 
that of the research team, then cultural competency training 
may be required to ensure that all appropriate cultural prac-
tices are followed, in order that the researchers work with 
communities in the most appropriate and culturally relevant 
manner.

Future Directions
The field of SFD, both practice and research, is growing ex-
ponentially. As the SFD sector grows and evolves, the chal-
lenge of measurement, evaluation, and research becomes 
increasingly complex. In this light—and of particular in-
terest for sport management academicians—more research 
is required into the “how” of SFD that will simultaneously 
ensure the development of best practice and the delivery of 
outcome-focused SFD activities while avoiding the risk of 
isomorphism, which may effectively reduce the ability for 
SFD organizations, programs, and their partners to harness 
their responsiveness and community focus.
   Our recently published SFD integrated review (Schulen-
korf, Sherry, & Rowe, 2016) found that more focus—both 
in practice with industry and in research—is required in the 
SFD domain with women and girls, and specifically in the 
focus areas of livelihoods, disability, and gender equity. In-
deed, we conclude the paper by noting that “more impor-
tantly, as a contribution to researcher empowerment and ca-
pacity building, studies could be conducted jointly between 
academics from high- as well as low- and middle-income 
countries. This would allow for rich debates and new con-
tributions in the areas of methodology and theory building, 
where a combination of different cultural philosophies and 
management approaches could underpin innovative ‘global-
ized’ SFD research” (p. 27). For those interested in investi-
gating how sport can be used as a mechanism to effect social 
change and community development, there is plenty more to 
do and we warmly welcome you to our growing community.
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SUBMISSION GUIDELINES
The mission of Sport & Entertainment Review (SER) is to become the outlet for the best new ideas for people 
creating, leading, and transforming sport and entertainment organizations and businesses. SER seeks to be one of 
the world’s leading journals on publishing cutting-edge, authoritative thinking on the key issues facing executives in the 
world of sport and entertainment.

Articles published in SER cover a wide range of topics that are relevant to the different industries in sport and entertainment 
(such as professional sport, live performances, music, theater, dance and art, etc.) around the world. To further enhance 
these industries, authors are invited to write about theoretical concepts in leadership, organizational change, negotiation, 
strategy, operations, marketing, finance, sales, human resource, and event and project management. Preference will be given 
to authors able to draw upon previous research they conducted in a particular area and are able to show how their previous 
studies furthered the understanding of this particular area.

While we encourage diversity in all subjects, all SER articles will have certain elements in common: (1) they are written for 
senior managers who benefit by the content and the article clearly articulates how the knowledge can be applied to the work-
place; (2) the ideas presented in the articles can be translated into action and have been tested in a sport and entertainment 
industry context. Proposals that demonstrate fresh thinking that advances previous knowledge whose practical application 
has been thought through in clear, jargon-free language are those most likely to meet the readers’ needs.

Proposals should answer the following questions:

1. What is the central message of the article you propose to 
write? What is important, useful, new, or counterintuitive 
about your idea? Why do managers need to know about 
your idea?

2. How can your idea be applied in business today?
3. For which kinds of companies would your idea work espe-

cially well? For which kinds of companies would the idea 
NOT work well? Why?

4. What research have you conducted to support the argu-
ment in your article?

5. Upon what previous work (either of your own or that of 
others) does this idea build?

6. What is the source of your authority? What academic, 
professional, or personal experience will you draw on?

7. What is the applicability of your idea beyond your own 
discipline of sport or entertainment, and how can it ben-
efit the other fields in sport and entertainment? (e.g., if 
your study originates in sport, how can it benefit manag-
ers working in music, theater, arts, or live performance, 
and vice versa.)

The proposal should address the questions above (it does not 
need to be written in question-and-answer format) in a nar-
rative outline (500-750 words). The outline should describe 
the structure of the article and detail each important point in 
a separate paragraph (excluding reference list).

Provide not just a sense of your primary ideas, but of how the 
logic of the ideas will flow. Points should be illustrated with 
real-world examples or one extended, detailed example.
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Proposals will undergo blind peer-review to assess to what 
extent the proposal fits the submission guidelines of SER. 
This review process will take up to four weeks and could lead 
to three different decisions:

1. The proposal is accepted and the author(s) will be invited 
to submit a full article manuscript (3,000-5,000 words).

2. The reviewers provide positive feedback about the pro-
posal, but invite the author(s) to revise the focus of the 
article and resubmit the proposal before moving on to a 
full review.

3. The reviewers decline the proposal.

The proposal must include the following elements in the or-
der listed:

1. Title of proposed article.
2. Author’s name, institution, contact information.
3. Narrative (500-750 words). Narratives should be submit-

ted in 12-point Times New Roman font, using American 
Psychological Association (APA) Guidelines.

4. Reference list.

If a proposal is accepted, authors will submit a full-length 
article (3,000-5,000) for the review process, using the APA 
guidelines. While it is the intention of the editorial board to 
accept each article at this point of the review process, accep-
tance is not guaranteed. Reviewers retain the right to reject 
the manuscript, particularly if the authors are unwilling or 
unable to incorporate reviewers’ suggestions for revisions.

Proposals should be submitted to SER editor Bob Heere at  
bheere@hrsm.sc.edu, or associate editor Brianna Newland 
at bnewland@udel.edu
All inquiries about the submission and review process should 
be directed to Bob Heere via email at bheere@hrsm.sc.edu
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SEVT is a "conference like no other" – bringing together sport and entertainment industry 
leaders, students, and those teaching future leaders of our industry to discuss and 
analyze the sport, entertainment, and venues industry of tomorrow.  Our outstanding 
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